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Rough Proofs 


A lot of well-known advertising 
men would be willing to assist the 
Julius Wile people in their plans to 
increase the consumption of wine 
through sampling. 


72 & 


What has become of the old- 
fashioned saloon which used to ad- 
yertise itself to the neighborhood 
family and friends as a sample-room? 


7" 7 ¥ 


The courts have held that artists 
must pay the New York sales tax, 
indicating that the city isn’t much 
interested in art for art’s sake. 


3 7 


The picture of the pretty girl ina 
pathing-suit sitting on a cake of ice 
reading Southern Power Journal just 
goes to show what a devoted soul 
will do for the sake of art. 


a. 2 


Who would have thought that a 
business paper like Southern Power 
Journal would publish such hot stuff 
that its readers would require refrig- 
eration? 

vvy 


That modest voice you heard pip- 
ing up after Old Gold announced its 
new $250,000 prize contest was Philco 
offering to give away $50,000. 


vgyv¥ey¥ 


A good club is rarely crowded, as- 
serts The Digest. But did you ever 
try to get off the first tee at one 
about 9 o’clock Sunday morning? 


7 3, 


According to the pictures, advertis- 
ing men are champion golfers and 
fishermen, which must lead their 
bosses to wonder how they manage 


to acquire such remarkable pro- 
ficiency. 

a, 9 
Jos. T. Ryerson & Son will now 


certify the steel they sell. Wouldn’t 
it be wonderful if somebody found 
a miraculous method of certifying 
advertising salesmen? 


7» ¥ F 


The way to enjoy what's left of 
the nice hot summer is to look over 
a set of advance proofs of next win- 
ter’s campaign for Sleetmaster. 


7, ¥ F 


With Nash offering air-conditioned 
cars for 1938, and the railroads, 
Stores and movies taking care of you 
otherwise, you won’t have any excuse 
next summer to stay home. 


vvy 
Beauticians are bothered because 
: the mean things people are say- 
'g about cosmetics, but they needn’t 


really worry until women decide they 
(don’t need new faces. 


, = 9 


The beauty shoppes were a bit wor- 
—_ at first when they learned that 
Rand McNally is opening a map store 
"ight in Rockefeller Center. 


7, | # 


Labor Day means that from now 
“" you will have plenty of it. 


Copy Cus. 


MAIL LEADERS 
SELECTED AND 
WORK PRAISED 


50 Gampaigns Picked for 
Excellence 


New, York, Sept. 1—The Fifty Di- 
rect Mail Leaders of 1937, announced 
today by the Direct Mail Advertis- 
ing Association, demonstrate em- 
ployment of improved artwork and 
typography, substitution of facts and 
figures for adjectives and superla- 
tives and plenty of showmanship, ac- 
cording to the judges. 

The jury embraced Paul H. Ny- 
strom, professor of marketing, Co- 
lumbia University, and president, 
Sales Executives Club of New York; 
George L. Welp, advertising man- 
ager, International Printing Ink 
Corporation, New York; Elmer 
Wheeler, president, Tested Selling, 
tne., New York; Raymond C. Dre- 
her, advertising manager, Boston In- 
surance Company and Old Colony 


Insurance Company, Boston; and 
Zenn Kaufman, author, counselor 
and lecturer, New York. 


The Fifty Leaders 


The list of Fifty Direct Mail Lead- 
ers of 1937, with a synopsis of the 
campaign of each, follows: 

Acousticon division of Dictograph 
Products Company, New York, Dan 
D. Halpin, vice-president. Personal 
service—direct to consumer, paving 
way for salesmen. Took advantage 
of the Coronation for special cam- 


paign. 

Alba Pharmaceutical Company, 
New York, M. W. E. Weiss, presi- 
dent. Pharmaceutical—direct to 
medical profession. Advertising 
ethical proprietaries of company 
products. 

American Bemberg Corporation, 


New York, Theodore Wood, director 
of advertising. Textiles—mailed to 
retailers. Designed to establish use 
of trade-marked name, “Bemberg.” 

E. C. Atkins & Co., Indianapolis, 
M. W. Dallas, advertising manager. 
General industry—mailed to  hard- 
ware dealers and jobbers and to the 
metal, woodworking and large mill 
fields. 

Austenal Laboratories, Inc., 


(Continued on Page 32) 


Chi- 


A&P Ficht on Fair Trade 
to Be Settled Sept. 16 


Minneapolis, Sept. 3.—Hearing on 
a petition for a permanent injunction 
against prosecution of the Great At- 
lantic & Pacific Tea Company for 
alleged violation of the state fair 
trade act was set today for Sept. 16. 

The act differs from others, provid- 
ing that no branded product may be 
sold at less than 10 per cent above 
cost. 
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Drug Retailers Organize 


Under Fair Trade Acts 


Manufacturers Cautious, 
Comparison of Two 
Markets Shows 


Chicago, Sept. 1.—Forty-six drug 
and cosmetic manufacturers have 
filed price maintenance contracts in 
both New York and Illinois; 45 have 
filed in New York only and 86 have 
filed in Illinois only. (Complete list 
on Page 2.) 

This box score of the price main- 
tenance situation in two leading 
markets indicates that the majority 
of manufacturers in this field are 
proceeding slowly with price main- 
tenance contracts, governing them- 
selves according to conditions in 
each market, rather than adopting 
an iron-clad policy. 

That there is ground for this cau- 
tion is indicated by new minimum 
prices filed recently by a few manu- 
facturers in Illinois, replacing orig- 
inal schedules filed in this state last 
May. The new schedules are almost 
uniformly lower than the old, sug- 
gesting that these manufacturers 
were having difficulty in maintain- 
ing volume under the minimum 
prices originally established. How- 
ever, the majority of those who filed 
price schedules in May are allowing 
them to continue unchanged. 

A manufacturer who last May set 
the minimum price on his milk of 
magnesia at 21 cents for six ounces 
has reduced the minimum to 19 cents. 
The price for 32 ounces has been 
cut from 57 to 49 cents and the 
minimum charge for Russian mineral 
oil from $1.15 to 98 cents for 32 
ounces. The minimum for mineral 
oil with Agar has been reduced from 
89 to 70 cents. A half-dozen other 
items in his list remain unchanged. 


Minimum Is Changed 


Another manufacturer has _ insti- 
tuted a minimum price of 79 cents 
on a certain type of capsules, the 
old figure being 89 cents. The same 
capsules in packages of 50 have been 
reduced from $1.59 to $1.47 and in 
100’s, from $2.69 to $2.49. Halibut 
liver oil now carries a minimum 
price of 47 cents instead of 59 and 
the same product in capsules, 69 in- 
stead of 79 cents. In packages of 


INVITATION 
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G-E calls for more and better building. 
(Story on Page 29.) 


100, the capsules now command a 
minimum price of $1.19, compared 
with the old charge of $1.49. 

A few prices have been revised 
upward. A nationally known manu- 
facturer of a headache cure has 
changed his price from 24 to 26 cents 
for medium size tubes and from $1.43 
to $1.58 for dispensing sizes. The 
product in other sizes sells at the 
same prices established in May un- 
der the Illinois fair trade act. 

Another famous manufacturer who 
lists prices for two dozen products 
under the Illinois fair trade act has 
changed only two on his new sched- 
ule—both upward. His shaving bowl, 
formerly carrying a minimum retail 
price of 75 cents, has been raised to 
89 cents, while a gift box for men 
was raised from 98 cents to $1.19. 


Fair Trade Front Is 


Covered in This Issue 
Stories in this issue on fair trade 
developments, exclusive of those on 
Page 1, include the following: 
“Eastern Advertisers Estimate the 
Situation,” Page 24. 


“Glenmore Calls Distributor to Ac- 
count,” Page 18. 
“Suppliers Aid Dealer in Fall 


Sale,” Page 33. 
“New York Druggists Aid Fair 
Trade Program,” Page 33. 


Last Minute News Flashes 


U. S. Takes $526,000,000 


Washington, 


Hand in Building Game 


D. C., Sept. 3.—Signing of the Wagner-Steagall bill by 


President Roosevelt launches a $526,000,000 slum clearance and low-rent 


housing construction project, with 


of the cost. 


the government bearing 90 per cent 


The bill creates a United States housing authority in the 


Department of the Interior with $1,000,000 to work on. 


Chapman New President of Page Corporation 


Columbus, Ga., Sept. 
Bradenton, Fla., 
publishers, succeeding W. 
Page 8.) 


3.—Alva H. Chapman, publisher of the Herald, 
today was elected president of R. W. Page Corporation, 
E. Page, killed in a motor accident. 


(Story on 


“Better Buy Buick” Is 1938 Motor Slogan 
Flint, Mich., Sept. 3.—‘“It’s Buick Again,” the 1937 slogan of Buick 


Motor Company, will be supplanted 


by “Better Buy Buick” for 1938, the 


company told zone managers at a meeting here today. 


Uses Full Pages to Get Good Divorce Attorney 
New York, Sept. 3—Tommy Manville, said to lead with his chin 
whenever he seeg a blonde, is no numbskull when it comes to getting 


out of a corner. 
Manville used full pages in yes 


terday’s newspapers to advertise for 


an attorney who can fight—and win—his forthcoming alimony battle with 


Marcelle Edwards, his fourth wife. 


Form National Board to 
Examine and Approve 
Price Contracts 


Chicago, Sept. 1.—While machinery 
for handling fair trade contracts was 
established at a meeting here Aug. 
30 and 31 under auspices of the Na- 
tional Association of Retail Drug- 
gists, the mechanism created is much 
more cumbersome than originally 
proposed. Likewise, the conference, 
at which more than 30 state drug or- 
ganizations were represented, de- 
clined to accept the proposal that the 
manufacturer filing such contracts 
should be charged only one cent per 
retail outlet for policing in each 
state, agreeing merely that the an- 
nual service charge “should be re- 
duced to the lowest possible amount.” 

The conference agreed to establish 
a national board to prepare or ex- 
amine and approve fair trade con- 
tracts. This board will consist of 
representatives of the National Asso- 
ciation of Retail Druggists and one 
representative of the National Asso- 
ciation of Chain Drug Stores, as 
originally proposed, but its authority 
was severely curtailed by insistence 
of state associations that they be 
given a voice in proceedings. Uuder 
the resolution as adopted, the na- 
tiorial board must consult an advisory 
fair trade committee made up of one 
member from each fair trade state. 


Council Is Planned 


A national advisory council and a 
similar organization in each fair 
trade state, will also be formed, ac- 
cording to resolutions adopted by the 
conference. Each such council will 
be made up of representatives of 
manufacturers, wholesalers and re- 
tailers. Consideration will also be 
given to selection of “outstanding 
citizens” to represent consumers on 
the advisory councils. 

Furthermore, the National Asso- 
ciation of Retail Druggists is willing 
to give the benefit of its advice to 
other industries which are less well 
organized. A resolution adopter at 
the Chicago conference approved the 
plan of inviting other trade groups 
to elect representatives to the fair 
trade councils. 

John W. Dargavel, executive secre- 
tary, National Association of Retail 
Druggists, made one of the principal 
addresses at the conference, exhort- 
ing the industry to continue to work 
as a unit. 

“The fair manufacturers are whole- 
heartedly with us,” said he, “but 
some of the others are anxiously 
watching this meeting, hoping that 
we will not be able to set up a uni- 
form national program. 

“For the most part, the articles 
attacking resale price maintenance 
which have appeared in various peri- 
odicals recently in a last desperate 
effort by our enemies to defeat the 
Tydings-Miller bill, were predicated, 
not upon what has happened under 
legalized resale price maintenance, 
but on what the authors wanted the 
public to believe will happen. 

“To a limited extent, some of the 
things charged against us have al- 
ready happened. These practices 
must be eliminated and the repeti- 
tion and continuation of them must 
be discouraged by every means at 
our command.” 


Mr. Dargavel warned his audience 
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that fair trade laws are no substi- 
tute for efficiency and provide no 
guarantee of profits. On the other 
hand, they do assure the efficient 
druggist a better opportunity to meet 
competition. 

“Unless our associations preach 
co-operation with those who are fair 
to our members and the public,” he 
continued, “with the same force that 
we spread the gospel of fair trade 
legislation, resale price maintenance 
will not work. It will fall by its own 
weight. This does not mean that we 
must single out by name either those 
we approve or those we disapprove. 
On the contrary, preferred lists, 
blacklists, boycotts and other similar 
devices must be avoided. These meas- 
ures fall in the category of coercion. 
As such they will probably be held 
to violate both state and federal 
laws; but whether they be legal or 
illegal, they constitute a form of 
racketeering which is bound to bring 
the movement into disrepute.” 


Text of Resolutions 


The resolutions adopted by the con- 
ference follow: 

“(1) That retailers should refrain 
from all coercive measures; 

“(2) That retailers should not dic- 
tate or attempt to dictate resale 
prices; 

“(3) That the preparation or ex- 
amination and approval of fair trade 
contracts should be handled by a 
National Board consisting of repre- 
sentatives of the N. A. R. D. and a 
representative of the National Asso- 
ciation of Chain Drug Stores, which 
shall advise with the fair trade com- 
mittees of each of the fair trade 
states as to the form of the fair trade 
contracts; 

“(4) That appropriate fair trade 
information and literature should be 
developed by the National Board and 
distributed in co-operation with the 
state organizations; 

(5) That every effort should be 
made to induce manufacturers to 
issue the manufacturer-retailer form 
of contract in preference to the 
wholesaler-retailer contract; 

“(6) That in order that the Na- 


tional Board may have the counsel 
and advice of the several fair trade 
states an Advisory Fair Trade Com- 
mittee consisting of one member 
from each fair trade state shall be 
designated in a manner to be de- 
termined by each of the several fair 
trade states; 
Cost of Maintenance 


“(7) That the cost to the manu- 
facturer of issuing fair trade con- 
tracts and providing for their en- 
forcement should be reduced to the 
lowest possible amount, and that the 
manufacturers’ annual service charge 
by the respective State Fair Trade 
Committees should be on such basis 
as shall be determined by the Na- 
tional Board with the advice and con- 
sent of the Advisory Fair Trade 
Committee; 

“(8) That it is desirable that ac- 
tions for violations under the fair 
trade acts and fair trade contracts be 
prosecuted by the trade-mark owner; 

“(9) That the services of the N. A 
R. D. legal department be made avail- 
able whenever requested to the re- 
spective state and local fair trade 
committees and to their counsel; 

“(10) That a National Advisory 
Council should be established com- 
posed of representatives of manufac- 
turer, wholesaler and retailer groups 
and that similar bodies should be 
established in each Fair Trade state; 

“(11) That other trade groups 
should be invited to elect represen- 
tatives to the fair trade councils; 

“(12) That consideration should be 
given to the selection of outstanding 
citizens to represent consumers on 
the advisory councils.” 


Andrews Adds Duties 


Arthur Andrews, executive vice- 
president of Young & Rubicam, Inc., 
New York, in addition to his present 
duties has been appointed to head 
all contact activities. 


Florence Freer Named 

Florence Freer has been named 
chief assistant to Buryl Lottridge, 
managing director of the Oklahoma 
Network, Oklahoma City. 


ANOTHER .- - 


QUARTER MILLION 
DOLLAR CONTEST 


(With Apologies to OLD GOLD) 


at least 


It may be worth a quarter million 
to see the Minnesota-Notre Dame 
football game. . . 


THE 


MINNEAPOLIS STAR'S NEW 


CARTOON CONTEST 


A simple, easy contest for all 
advertising people. . . You can 
win two tickets and round trip 


expenses 


to the Minnesota- 


Notre Dame football game, 


Oct. 30, 


1937, at Minneapolis, 


Minnesota. 


More complete information can be 
obtained from - - 


OSBORN, SCOLARO, MEEKER & CO. 


Chicago, New York, Detroit, St. Louis 


or the 


MINNEAPOLIS STAR, Minneapolis, Minn. 


FILERS OF FAIR T 


Filed price mainte- 
nance contracts both in | Gloray Comp 
New York and Illinois: H. Clay Glov 
Abbott Laboratories we ot ee 
— Druggists’ Syndi Griffin Mfg. 
*American Safety 

Corporation 
Bauer & Black 
Bayer Company 
*Bourjois Sales Corporation 
*Burroughs Wellcome & Co 
*Cooper & Cooper, Int 


Razor 
Hennafoam ( 


Houbigant 
tion 
International 


Johnstone 


General Aseptic Company 


Guerlain, Inc. °F. W. 
Sales 
Hudnut Sales Company 


Products Company 
Advertising Sales 


RADE CONTRACTS 


*Dios Chemical Company 
*Eimer and Amend 
Emerson Drug Company 
Enoz Chemical Company 
*Ever-Dry Sales Company 
*Fax Corporation 
Fitch Company 
Foley & Co. 
*Frailey Products, Inc 
*French Lick Springs Hotel 
Company 
*Garfield Tea Company 
*Glessner Company 
Gypsy Dyes, Inc. 


any 

er Company 
ld Sales Cor- 
Company 


‘orporation 
Corpora- 


Cellucotton 


Coty, Ine. & Service (Kruschen) *Hart & Co. 
*Delv, Ltd. Karol Corporation *Holland-Rantos Company 
Duart Sales Company, Ltd.| Landith Laboratories, Inc.| *Jergens-Woodbury Sales 
*J. C. Eno (U. 8.) Ltd. (Cue) Corporation 
Ex-Lax, Ine. Thomas Leeming & Co.| *Kohler Mfg. Company 
°F eminine Products Com- (Baume Bengue) *Kondon Mfg. Company 
pany Louangel Corporation *A. J. Krank, Inc, 
*Gille ‘tte § Safety Razor Com- | Mason Remedies, Inc. *Lavoris Company 
pany Miner’s, Inc. *Lewis-Howe Company 
International Cellucotton My Pet Medicines, Inc. *Lucky Tiger Mfg. Com- 
Products Co. Jean Nate, Inc. pany 


*Walter Janvier, Inc. Newman Products Company] *M. K. Company 
Johnson & Johnson Ogilvie Sisters *Major Mfg. Company 
*Lambert Pharmacal Com- Lydia O’Leary, Ine. *Marcus-Lesoine, Inc. 

pany John Opitz, Ine. *Maryland Pharmacal Com- 
*Lehn & Fink saiitacan Ormont Drug & Chemical pany 

Corporation Company *Mead Johnson & Co. 
*Eli Lilly & Co. Pacquin Laboratories, Inc.| *Mennen Company 
*McKesson & Robbins. Inc. | Parfums_ Lengyel, Ltd. *Mentholatum Company 
Miles Laboratories, Inc. Pinaud, Inc, *Merck & Co., Inc. 


*Northam Warren Sales| Pond Pharm 
Compan 


*Norwich 


pany 

*Park & Tilford 

Parke, Davis & Co. 

Pepsodent Company 

*Personal Products 
poration 

*Poloris Company 

*Procter & Gamble 
pany (Drene) 

*Pro-Ker Laboratories, Ine. 

*Julius Schmid, Inc 

Scholl Mfg. Company 

*Sharp & Dohme, Inc. 

E. R. Squibb & Sons 

*Sterilek Company, Inc. 

*Universal Camera Cor- 
poration 

*Vick Chemical Company 


y ,! 
Pharmacal Com-]| Primrose Hot 


Ruin 
Seeck & Kad 


Cor- 


Com- 


Filed pr 


nois only: 
Marie Ardmo 
*Aurora 


Bates Razor 
Bell Chemica 


cal Association *John O. But 


John Wyeth & Brothers, 
Inc. A. J. Canfiele 
*Youngs Rubber Corpora- Company 
tion *Chamberlain 
*Zonite Sales Corporation Ine. 


Filed price = mainte~ | +Chattanooga 
nance contracts in New Company 
York only: *M. L. 
Harriet Hubbard Ayer, Inc. mulsion) 
Barcelona Sales Compan) 
Caron Corporation 
Chanel, Inc. 


Company 


(Pond’s Digestans) 
Rieser Company, 
Company 
Savol Drug Company 
John T. Stanley Company 
Tampax, Ince. 


Upjohn Company 
Yardley & Co., Ltd. 


nance contracts in ITlli- | +e L, 


*Armand Company 
Laboratories, Inc. 


*Bost Tooth Paste Corpora- 


*Bruz-Off Sales Corporation 


*Char-Tex Company 


Clein & Co. (Metho- 
*Colgate-Palmolive-Peet 


Chesebrough Mfg. Company 


acal Company|*William S. Merrell Com- 
pany 
*Milks Emulsion Company 
Milk Minerals Company 
Murine Company 
Neobovivine Products Com- 
pany. 
*Nestle-LeMur Company 
*Noxzema Chemical Com- 
pany 
*Natex Company 
*Philip R. Park, Inc. 
*Partola Products Company 
Patch & Co. 
Pesresagar Laboratories, 
, ne, 
vo Company *Pineoleum Company 
*Dr. Pierre Chemical Com- 
pany 
*Pinex Company 
*Pompeian Company 


ise, Inc. 
(Venida) 


e, Inc. 


ice mainte- 


Company 
1 Company 


Vivaudou, Ine. tion Princess Pat, Ltd. 
*William R. Warner & Co.|*Boyer Chemical Labora- Pro-phy-lac-tic Brush 
Weco Products Company _ tory Company i Company 

*World’s Dispensary Medi-]| Bristol-Myers Company Pycope, Ine. 


*Reese Chemical Company 
*Rolls Razor Company 
*Rit Products Corporation 
*O. P. Rubardt & Co. 
*Sales Builders, Inc. 
*Schering Corporation 
*Schnefel Brothers, Inc. 
*Scott & Bowne 
*Smith Brothers 
*Socony-Vacuum Oil 


ler Company 
1 Beverage 


Laboratories, 


Medicine 
Com- 


pany 
*Frederick Stearns & Co. 
*Vapo-Creslene Company 
*Henry K. Wampole & Co. 
Wander Company 


. *Crazy Wat Cryst Cc . ar 

Chareme, See. (April ony chil atal °™= | White Laboratories, Inc. 
Sho s Wi . , 

. en . Cor-| Dean’ Rubber Mfg. Com- | *Wildroot Company 

Club oo & Blade Cor pany & *J. B. Williams Company 

eine Pa *Denver Mud Company, Inc. ee 

E. Fougera & Co. *The De Vilbiss Company *Filed through wholesalers. 


Push Marineas 
Hay Fever Aid 


in Roto Series 


Chicago, Sept. 2.—Hay fever 
stepped into the limelight as the 
featured issue in this week’s Murine 
copy, with the recently launched 
“candid camera” series in 11 rotogra- 
vure sections of the Metropolitan 
Group offering relief from the malady 
through use of the product. 

Headed “Jim Beats Bogie,” the 
first candid camera photograph pic- 
tured the meeting of two golfers. 
One, in answer to his friend’s ques- 
tion as to why he wasn’t out of town 
escaping the hay fever, says, “I can’t 
leave the office that long—and I’ve 
learned how to keep comfortable 
without going away.” 

This leads into the second picture, 
with copy dialog stressing Murine’s 
40-year reputation and its function 
in washing out the pollen particles 
which irritate the eyes. 


Claims No Cure 


Final dialog quotes the Murine 
user as saying, “It’s helped me a lot. 
Of course it isn’t a cure for hay fever 
—I guess there isn’t any—but it 
surely is a great relief from irrita- 
tion.” 

Moderately phrased copy adds that 
the discomfort produced by irritating 
plant pollens can “usually be re- 
lieved” by Murine and further 
stresses that Murine, containing no 
“high speed” ingredients, is safe to 
use as often as may be wished. 

The cartoon strip copy to appear 
Sept. 12 will also feature Murine use 
in hay fever relief. This will be the 
last of the rotogravure series. Ferry- 
Hanly Company, Inec., Chicago, di- 
rects this portion of Murine adver- 
tising. 


Little Promoted 
by Lord & Thomas 


H. G. Little, manager of the Day. 
ton office of Lord & Thomas, has been 
elected a vice-president and is being 
moved to Chicago, where he will as- 
sist in the executive end of the busi 
ness, 


Mr. Little will continue to super- 


vise the Dayton office, however. 


Premium Speakers Named 


Speakers for the Atlantic Coast 
Premium Exposition Round Table 
meetings at the Hotel Astor, New 
York, Sept. 28-30, will be Prof. How- 
ard T. Hovde, Wharton School of Fi- 
nance and Commerce, University of 
Pennsylvania; Dr. Pauline’ Berry 
Mack, director of home economics 
research and professor of textile 
chemistry, Pennsylvania State Col- 
lege, and Jules Dundes, sales promo- 
tion department, Columbia Broad- 
casting System. 


Lyons to McCullough 


Lyons Products, Chicago, has 
appointed Lee R. McCullough, Chi- 
cago, to handle advertising for 
Carnitials, chromium letters for 
automobile grills. Consumer and 
business publications will be used. 


Corry Promoted 


J. Robert Corry has been ap- 
pointed vice-president and general 
manager of Lewis Edwin Ryan, Inc., 
Washington, D. C. He has been with 
the agency for 10 years. 
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CALVERT WO0S 
LEGIONNAIRES 
AT CONVENTION 


New York, Aug. 31.—Catering to 
the thousands of legionnaires ex. 
pected to storm the city for the 
American Legion convention, Sept, 
20-23, Calvert Distillers Corporation 
has announced its donation of the 
facilities of Madison Square Garden 
Bowl, Long Island City, for a series 
of boxing bouts the night of Sept. 23. 

The company also will bring to 
New York sectional amateur cham- 
pions to participate in the entertain. 
ment, which will be under the super. 
vision of the metropolitan Amateur 
Athletic Union. Jack Dempsey, Gene 
Tunney and Eddie Eagan are sched- 
uled to judge some of the fights, 
Some 60,000 legionnaires, all the bowl 
can hold, are expected to enjoy Cal- 
vert fight night. 

Calvert advertising will be con- 
fined to a credit line on the tickets 
and to space on the back of the of- 
ficial fight program, it was said. 


Two Networks 


——_—— it ilttecnementil ¢ “ 


Make Gains ns in’ 
August Billing 


New York, Sept. 2.—Substantial in- © 


creases in time billings for August 
were reported today by both Colum- 
bia Broadcasting System and Na- 
tional Broadcasting Company. CBS 
sales for August totaled $1,955,280, 
a rise of more than 58 per cent over 
the same month of 1936, previously 
the highest August in the network’s 
history. Cumulative billings for CBS 
during the first eight months of 1937 
amounted to $18,746,957, an increase 
of 37 per cent over the $13,711,138 
total for the first eight months of 
1936. 

NBC reported time sales of $2,784, 
977 for August, a gain of 15 per cent 
over August, 1936. First eight months 
of this year showed billings of $25, 
440,534, 22 per cent above the $20, 
913,506 total for the same period of 
1936. 

NBC’s Red network showed a sales 
increase of 35 per cent for August 
of this year against August, 1936, 
while cumulative figures for the first 
eight months of 1937 showed exactly 
the same increase over the corre 
sponding period a year ago. 

NBC’s Blue network recorded a 
decrease of 20 per cent for August 
under the same month of 1937, while 
cumulative totals for the first eight 
months of the two years showed a 
drop of almost 2 per cent. 


*Survey will be sent upon request. 


1938 will reward 
PRACTICAL BUILDER 
advertisers 


BUILDER readers select, 
recommend or cooperate in 
selecting | kitchen cabinets 
when they build on contract. 


PRACTICAL BUILDER, 
is CHICAGO 
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It isn’t in the spirit of braggadocio 
that we continue to emphasize 


METROPOLITAN‘S 7 to 9 million 
circulation. Such volume speaks for 


METROPOLITANS 
BIG EDGE OVER 
OTHER GROUPS 

-VOLUME OF RETAIL 
ADVERTISING 


itself and constant reiteration is 
simply a reminder of its powerful 
sales producing possibilities. 


c= weekly 


Color 
Baltimore SUN @ Boston GLOBE @ Bulfalo TIMES © Cleveland PLAIN DEALER etréntiiten . Additional or alternate papers 
—— TRIBUNE ¢ Detroit NEWS © New York NEWS @ Pittsburgh PRESS “ ha pei . Buffalo COURIER-EXPRESS 
hiladelphia INQUIRER e St. Louis GLOBE-DEMOCRAT © Washington STAR EMG 8 €6HERALD TRIBUNE e St. Louis vat ca a 


New York «+ Chicago : 
Washington POST 


THE LARGEST CIRCULATION IN THE WORLD OF ANY GROUP OR MEDIUM 
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Trailer Makers 
to Participate 
in Auto Shows 


Detroit, Sept. 2.—Trailer manu- 
facturers today decided to enter their 
products in both the National Auto- 
mobile Show at New York and the 
Chicago show this fall. 

Decision followed a survey of show 
promotion by the Trailer Coach 
Manufacturers Association. The 
committee making the survey de- 
cided that the advantage offered the 
trailer makers by participation in 
the auto shows outweighed those of 
a proposed separate show. 

Most of the larger trailer manu- 
facturers are represented in the as- 
sociation, 


Harman Advanced 
Milton F. Harman, formerly man- 
ager of Warner-Saxe Theaters’ Gar- 
field theater, Milwaukee, has been 
named advertising manager of the 
circuit. 


Mansfield Moves 


Mansfield Advertising, Buffalo, has 
moved to the Dunn bldg. and has 
changed its name to Lloyd Mansfield 
Company. 


SUNKIST WILL 
USE VALANCES 
IN 12 COLORS 


New York, Sept. 1.—After experi- 
menting for two years with retail 
store display devices in key locations 
throughout the country, California 
Fruit Growers’ Exchange, Los An- 
geles, will shortly launch an exten- 
sive point of purchase promotion pro- 
gram in behalf of Sunkist oranges, 
grapefruit and lemons, as an acces- 
sory to its 1937-38 newspaper and 
radio campaigns. Point of purchase 
material will include multi-colored 
plastic cellulose window valances and 
window and interior displays involv- 
ing an expenditure of about 20 per 
cent of the total advertising budget 
of $1,300,000, the largest in the ex- 
change’s history. 

The record Sunkist appropriation, 
attributed to the West Coast’s largest 
fruit crop in years, has been planned 
under the direction of W. B. Geis- 
singer, advertising manager of the 


organization. The entire program has 


Saw, Men} = 
fee k w ith Beer  xiihit: 


COOKING AID — 
toe and Ale are Liquid Foods = 


* 


py ist PE AEC BEE DG Gi Se sc lp GE 


a 


ONE HUNDRED BREWERS JOIN IN "COOK WITH BEER" CAMPAIGN 
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United Brewers Industrial Foundation is using this car card in 100 cities, with a free booklet besdine # the 
"Cook with Beer" theme. Nearly 100 individual brewers will tell the same story in their advertising. 
Barron G. Collier, Inc., donated the space for the association card. 


been mapped out as a co-ordinated 
effort with the bulk of the expendi- 
ture going to newspapers, radio pro- 
grams being expanded and retailers’ 
selling aids introduced to assist in 
moving the bumper crop. 

Chief attention in the point of pur- 
chase promotion has been accorded 
the use of window valances because 


of their permanence as display units 


and because of their adaptability to 
the wide variety of retail outlets em- 
ployed for Sunkist products. An es- 
timated total of 1,200,000 grocery, 
fruit and vegetable and drug and 
candy store fountains either sell the 
fruits or use them for drinks served 
on the premises. Of this total it is 
expected that about 10 per cent of the 
locations will justify the installation 


A 


Reproduced here, is a set of 4-color 
Reillytypes, These were adapted from 
an advertisement for Cutex which will 
be reproduced from 4-color Reillytypes 
in the October issues of REDBOOK, 
PICTORIAL REVIEW, COSMO- 
POLITAN and McCALL’S, (By cour- 
tesy of J. Walter Thompson Company, 
advertising agency, and Northam 
Warren Corporation, makers of Cutex) 


-- IS THE NAME 


An increasing number of shrewd pro- 
duction men are saying, ““Why pay more 

. use Reillytypes.”’ 

Reillytypes are exact duplicates made 
from either color or black-and-white 
original engravings. Used in place of 
duplicate engravings, Reillytypes effect 
substantial cash savings—with certified 
uniform quality. 

CHEMIST AND ENGINEER CHECK 
EVERY PLATE 
To insure uniform high quality in eve ~ 
Reillytype—whether large or small—an 
experienced chemist and an engineer 
are part of the Reilly staff. They check 
every plate before it is stamped with the 
Reilly certified O. K. And Reillytypes 
must pass thoroughgoing tests before 
they are pronounced O. K. In the Rock- 
well test for hardness Re//lytypes test 


20% harder than the next highest plate. 
No wonder Rei/lytypes are in increas- 


ing demand! And no wonder that we 


want you to try Re//lytypes on your next 
job. We've got something we’re proud 
of... the ability to deliver ace-high 
quality duplicate plates at a fraction of 
the cost you have been paying. 


Reillytypes are manufactured by an ex- 
clusive process* only by the Reilly Elec- 
trotype Company. Get complete details 
.. vhat we can do for you today. Tele- 
phone or write for further information. 
HANDY REFERENCE LIST 

FREE: We just got out a handy refer- 
ence list of the mechanical requirements 
of national magazines and will be glad 
to send you a copy on request. 


*Patents Pending 


REILLY ELECTROTYPE COMPANY 


(Division of Electrographic Corporation) 


216 EAST 45TH STREET 


80 LAFAYETTE STREET 


NEW YORK CITY 
Telephone: VAnderbilt 3-5490 


PHOTOGRAPHS BY FRED BOURGES 


of window valances, at a cost rang- 
ing from four to ten dollars per 
store. Counter and window displays 
will tie in with the valances wher- 
ever possible. Installation will begin 
in early November. 

The window valances, now being 
prepared by U. S. Color Process Com- 
pany, New York, will be produced by 
a new Belgian process, recently intro- 
duced in this country by Leo Rampel, 
president of the company. The plastic 
cellulose sheets will be printed by 
offset lithography in as many as 12 
colors, ranging in size from 10 to 21 
feet in length and from 18 to 24 in- 
ches in depth, depending on the size 
of the store. 

For drug and candy stores serving 
fresh fruit drinks valances will be 
offered with “Certified Fountain” as 
the dominant note. Sunkist fruits 
will be reproduced and a sub-head 
will read, “See It Made.” Grocery 
and fruit and vegetable stores will 
have valance layouts designed to ap- 
peal to their own trade with the ap- 
petite appeal emphasized. Special 
layouts will also be prepared for 
dairies, meat markets and all other 
retail outlets handling Sunkist prod- 
ucts. 


Specialist Checks 
Claims for Banfi 


Banfi Corporation, New York, 
United States distributors for Monte- 
Catini Salts, a laxative extracted 
from the Italian Spa of that name, 
will shortly launch an expanded 
drive in newspapers and spot radio. 

To avoid exaggerated claims for 
the product, an intestinal specialist 
has been retained to check all adver- 
tising copy. C. Tyler Kelsey & Co., 
Inc., New York, is the agency in 


charge, and Lee Brown, account ex- 


ecutive. 


Houck Adds Two 


Waynesboro Nurseries, Inc., 
Waynesboro, Va., and Roanoke Col- 
lege, Salem, Va., have appointed 
Houck & Co., Advertising, Roanoke, 
to handle their accounts. News- 
papers will be used for the nursery, 
while copy for the college will appear 
in newspapers and magazines. 


Price Opens Office 


Glenn Price, formerly with United 
States Gypsum Company, has opened 
an art directing service for advertis- 
ers, agencies and printers at 43 F. 
Ohio street, Chicago. The telephone 
number is Superior 0078. 


New Houston Agency 

Frank Divelbiss, Advertising, has 
established offices at 1305 Prairie 
avenue, Houston. Mr. Divelbiss, for- 
merly with Albert Frank-Guenther 
Law, Inc., will handle advertising of 
Sterling & Baker, brokers, and Ster- 
ling & Baker Securities Corporation. 


Kree Names Levy 


The Raymond Levy Organization, 
New York, has been appointed to 
handle advertising of Kree Electroly 
sis Apparatus, Inc., New York, and 
Kree Institute of Electrolysis Train- 
ing. Professional beauty publica- 
tions and hair dressing trade masa 
zines will be used. 


Krivit Appointed 
Samuel G. Krivit Company, Inc. 
New York, has been appointed ad- 
vertising agency for Lehigh Safety 
Shoe Company, Inc., Allentown, Pa. 
Industrial and consumer magazines 

and direct mail will be used. 


——— 
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The Chicago Daily News Building 


The Chicago Daily News was the first 

newspaper in Chicago 

—to publish a sworn day-by-day circulation state- 
ment 

—to place advertising upon a fixed rate basis with- 
out concessions to anyone 

—to give all advertisers equal opportunity for 
‘position’ in the paper 

—to use the Linotype machine 

—to adopt the “Hi-Lo” system of stock table com- 
position 


—to establish its own foreign news service 


And primarily through its advocacy 
were established 
—the Chicago sanitary district and sanitary canal 
—the postal savings bank system 
—the parcel post system 


—the Cook county forest preserves 


= 


trenuous Life 


‘6... L wish to preach not the doctrine of ignoble ease, 


+] 


but the doctrine of the strenuous life... 


THeEopoRE RooseEvELT 
in Chicago, April 10, 18gQ 


HEODORE ROOSEVELT did more than preach the doctrine 
of the strenuous life. He lived it. 

So has The Chicago Daily News. 

For it has been actively interested in the welfare of its readers, its 
city, its state and nation during the whole of its sixty-one years of life— 
a period embracing peace and war, prosperity and depression, great 
growth and change; a span of years charged with events that tested the 
mettle of men...and newspapers. 

We who are close to The Chicago Daily News believe character and 
service have carried it through to its present reputation—a reputation 
admired and respected by newspapermen everywhere. 

We would point to its founding two days before Christmas, 1875, 
armed with principles and the strength to abide by them. Its columns 
always have been clean. It has aimed to be accurate in its news reporting 
and fearless in its editorial expression. It has maintained strict advertis- 


ing regulations. 


Over 430,000 able-to-buy families welcome The Chicago Daily 
News into their homes every week day evening . . . and without the 
influence of prizes, premiums, or any other artificial stimulants to 
circulation growth. Yet there have been twenty-five circulation gains in 
twenty-five consecutive months. 

More major advertising records have been won by The Chicago 
Daily News than by any other newspaper in Chicago—morning, evening 
or Sunday *— testimony that advertisers find space in its pages a profit- 


able investment. % Sources: Advertising Record Co., Media Records, Inc. 


THE CHICAGO DAILY NEWS 


With the most valuable circulation 


in the city 


Chicago’s HOME Newspaper 


DAILY NEWS PLAZA, 400 West Madison Street, CHICAGO 
NEW YORK OFFICE: 9 Rockefeller Plaza * DETROIT OFFICE: 4-119 General Motors Building 
SAN FRANCISCO OFFICE: Hobart Building 
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LEA BILL GETS 
FAREWELL 0. K 
FROM COMMITTEE 


Sure to Be Live Issue af 
Next Session 


Washington, D. C., Sept. 1.—Indi- 
cating that food and drug legislation 
will be a leading issue at the next 
session of Congress, the House Inter- 
state & Foreign Commerce Commit- 
tee reported favorably the Lea bill 
to extend scope of the Federal Trade 
Commission’s supervision over adver- 
tising, before abandoning the capital. 

Even more significant, perhaps, 
was the minority report, deploring 
the Lea bill as “too weak” to meet 
the needs of the situation. 

The committee adopted a strong 
and forthright tone in urging passage 
of the bill at the next session of 
Congress. 

“We cannot ignore the evils and 
abuses of advertising; the imposition 
upon the unsuspecting; and the 
downright criminality of preying 
upon the sick as well as the public 
at large through fraudulent, false or 
subtle misleading advertising,” said 
the majority report. 

“The need of amending the exist- 
ing act to give the FTC more effec- 
tive control over advertising as an 
unfair practice is urgent and mani- 
fest. The provisions of this bill cov- 
ering false advertising are far reach- 
ing, but, we believe, entirely war- 
ranted, necessary for effective con- 
trol of illegitimate advertising, and 
yet drawn with due regard to the 
rights of legitimate advertising. We 
believe the legislation is based on 
necessity and sound reason and that 
due discrimination has been made in 
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applying penalties to fit the varying 
magnitude of the offenses involved.” 
The minority report, sponsored by 
Representatives Chapman, Kenney 
and Mapes, was even more severe, 
asserting that the Lea bill fails alike 
to accord the public the protection to 
which it is entitled, and to meet the 
views of President Roosevelt as ex- 
pressed in a message to Congress 
March 22, 1935. The President at 
that time urged extension of label 
control to include advertising and 
the minority report echoed the recom- 
mendations of the chief executive. 
The trio has developed an amend- 
ment to the Lea Bill which it will 
offer on the floor. It provides for a 
penalty of $3,0uv for violation, with 
the fine raised to $5,600 in case the 
public health is endangered. For a 
second conviction, a minimum fine of 
$5,000 and a year in jail are pro- 


vided. If the product is dangerous 
to health, the penalties would be 
doubled. 


The three members of the com- 
mittee charged that cease and desist 
orders have failed to prevent many 
advertisers from repeating the copy 
which brought them to the attention 
of the FTC. In any event, they 
argue, so much time elapses between 
the complaint and the order that the 
damage has been done. 


Holland Opens Office 


William F. Holland has opened an 
advertising agency in Cincinnati, 
specializing as radio broadcast coun- 
selor. He has been on the sales and 
commercial staff of Station WCKY 
since 1931. 


Greenfield Advanced 


Ernest W. Greenfield has been 
elected vice-president of Philip Klein, 
Inc., Philadelphia, He will also con- 
tinue in charge of space buying and 
production departments, 


Ramsey Leaves Braniff 


Horace E. Ramsey has resigned 
as advertising manager, Braniff Air- 
ways, Inc., Oklahoma City, to join 
Valley Publishing Company, Harlin- 
gen, Tex. 


GETS NEW TITLE 


J. A. Welch, advertising director, Crow- 
ell Publishing Company, who has just 
been elevated to a vice-presidency. 


Joseph Gardner Buys 


Spokesman Magazines 


The Spokesman Publishing Com- 
pany, Cincinnati, O., publisher of 
Autobody Trimmer and Painter and 
The Harness World, has been pur- 
chased by Joseph Gardner, an at- 
torney and president of the Cin- 
cinnati Automobile Club from Mrs. 
Ek. A. Huston, widow of the late 
George Huston, former owner. 

Jack Koons, formerly with Mid- 
land Advertising Agency and vice- 
president of The Burger Brewing 
Company, will be associated with Mr. 
Gardner, 


Kruck Promoted 


Ray Kruck, advertising manager, 
the Reporter, Two Rivers, Wis., has 
been named acting manager of the 
newspaper. He succeeds Mark R. 
Byers, publisher of the newspaper 
since 1928, who has become editor 


of the Record-Herald, Wausau, Wis. 


FOREIGN MAIL 
TO BE LURE IN 
RCA CAMPAIGN 


New York, Sept. 1—A promotional 
idea worked out as a variation to a 
selling theme which sings a song of 
the lure of far-off places, including 
the lure of foreign radio programs, 
will be used by RCA Manufacturing 
Company, Inc., Camden, N. J.. in a 
special campaign to be started next 
month in behalf of its “Overseas 
Dial” radios. 

To persons whose names will be 
furnished by dealers as being likely 
prospects for high grade radios, the 
company will send a series of three 
letters which will be mailed from 
abroad, two probably from points in 
England and one from somewhere in 
France. These letters, including in- 
formation about interesting broad- 
casts “in the news” in those coun- 
tries, are expected to increase the 
recipients’ interest in tuning in on 
the short waves by means of an 
RCA Overseas Dial radio. 

Dealers will likewise receive a let- 
ter posted in England, in which they 
will be urged to take advantage of 
the similar thrill their customers are 
going to experience upon receiving 
three letters from abroad and to be 
ready to “cash in” on their interest. 
Dealers whose prospects will receive 
these letters will be required to pur- 
chase a minimum of one “Overseas 
Dial” radio. 

The campaign proper will be 
launched with full-page, four-color 
advertisements in early October is- 
sues of Collier’s and The Saturday 
Evening Post, and with announce- 
ments over RCA’s Sunday Magic 
Key hour, concerning the radios and 
the availability of a booklet, by Hen- 
drick Van Loon, which will be sent 
free to those requesting it. The 
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booklet will deal with the marvels 
and pleasures of listening to short 
wave programs and will also contain 
interesting and helpful information 
regarding call letters, wave lengths, 
and other matters. Other angles of 
the general campaign will consist of 
window and store display materia] 
for the use of dealers, a special port. 
folio for salesmen, and newspaper 
advertising prepared for insertion by 
dealers on a co-operative basis where. 
by the company will assume one-half 
of the space costs, 

The campaign is said to be addi- 
tional to the company’s regular ad. 
vertising of radios and will consti- 
tute the first aggressive effort to 
market a line which was introduced 
only last May. Priced at $200 and 
$250, the radios are provided with a 
special tuning scale and with the 
names of all short wave stations 
plainly printed on the dial. With one 
of these radios, tuning in on foreign 
programs is as simple as “Push a 
button, there’s your station,” accord- 
ing to the advertising to appear in 
October. 

Lord & Thomas, New York, is 
handling the campaign. 


New Service Offered 


Welcome Wagon Service Company, 
dising service to national advertis- 
New York, has offered its merchan- 
ers, effective Sept. 1. The service 
will be a merchandising and sampl- 
ing plan in which hostesses will in- 
troduce manufacturers’ products. 


Jones & Hawley Named 


Dun’s Review, New York, has ap- 
pointed Jones & Hawley as Western 
representative. Fred R. Jones will 
head the office in Chicago, and 
Alonzo Hawley will direct the Cleve- 
land office. 


Tiss to BBDO 


Wayne Tiss, formerly promotion 
manager of the Minneapolis Star, 
has joined Batten, Barton, Durstine 
& Osborn, Inc., Minneapolis, in the 
production department. He will also 
assist in radio. 


* 


WHAT ONE SPONSOK 


DISCOVERED 


That he made 1 sale to every 35 radio homes in 
WLW’s $15,000,000,000* market. | 


That he made 1 sale to every 119 radio homes in 
WLW’s $61,000,000,000* market. 


All proof of purchase was addressed - 
to WLW, 


THE MATIONS STATO 


x 1935 Spendable Money Income 
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Buyer meets seller—over the counter! The 
counter, therefore, is the choice position from 
. which to deliver your sales message. 


These “U-S” Merchandisers are building 
brand preference — making sales at low cost! 


RS OO 


Without obligation, we will submit ideas to 
meet your point-of-sale requirements. 


eee \ Ty Euusle 4 rund | 


++ >THE PERFELT | 
ICE CREAM MIX! 


@ ADD NOTHING GUT | fuP CRLAM WATER & VantiLe 
© Owty Gwe srieainG! 
@ POMOMITAL- | CAW MAKES 2 BATCHES * 


ie Serviced by the ''U-S'' Kansas City 
x office; produced in the ‘'U-S'' Cin- 
g cinnati plant. 


4 WAKES MEATS TENDER AND 
= EASY to DIGEST 


ee 

oS Developed in ''U-S'' Cin- 
cinnati plant. Folds com- A Developed for Beechnut Packing } 
pactly to fit conveniently Co. by ‘'U-S'* Atlantic Division. i 
into the shipping package : 
with the goods. Snaps B Seeiess by ee. pecking 

=| quickly and easily into Division. 

' position and—presto, the 

‘ Dealer has a counter dis- Cc he oc ea qhe_- Barden. Ges 


play of the goods—ready 
to sell. 


D A mee like this is the means { 
whereby a smell manufacturer, ey 
not advertising on a national aca 
scale, can ge? his prodact fea- 3 
tured on the counter. oe 


The uniteD STATES PRINTING & LITHOGRAPH COMPANY 
AnD DIVISIONS e ° © e ° e * AMERICAN LITHOGRAPHIC DIVISION 


Developed by the ‘“U-S" ; * ATLANTIC LITHOGRAPHIC & PRINTING DIVISION 


Schmidt Division. This little 
ecunter plese Qts over the HOME OFFICE: 320 BEECH STREET, CINCINNATI, OHIO * DONALDSON LITHOGRAPHING DIVISION 
can top; display panel shows " * ERIE LITHOGRAPHING & PRINTING DIVISION 
as ak aa & aes SALES AND SERVICE OFFICES: 
while the top ploce shows the ATLANTA CINCINNATI LOS ANGELES PHILADELPHIA * PALMER ADVERTISING SERVICE DIVISION | 
pretest te the ean. Shaste, ere gaee on ge manaae So5¥ HA gy * W. F. POWERS DIVISION . 

. TTL es 
ee ee weer BROOKLYN ERIE, PA. MINNEAPOLIS SF CHARLES, ILL. # THEO, A. SCHMIDT LITHOGRAPHING DIVISION 

CHICAGO INDIANAPOLIS NEW YORK ST. LOUIS 


4 For Products that Help Sell Your Product... Gall a Representative prom any “UY"’ Division 
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SIMMONS OF AMA 
DIES; CRUSADED 
FOR TRUTH COPY 


Chicago, Sept. 1—Dr. George H. 
Simmons, editor and general man- 
ager emeritus of the Journal of the 
American Medical Association and 
noted among members of both the 
advertising and medical professions 
for the vigorous and consistent cru- 
sades he waged during his editorship 
for truthful advertising copy, died 
here today after a brief illness. Dr. 
Simmons was 85 years old. 

Representatives of the AMA today 
credited him as being chiefly respon- 
sible for the disappearance of “high 
pressure” copy and_ fraudulent 
claims in proprietary medicine ad- 
vertising, as well as with the elimi- 
nation of a _ variety of medical 
quacks. 

Dr. Simmons’ association with the 
AMA began in 1899 when he was 
made its general secretary and edi- 
tor of the Journal. In 1911 he re- 
signed the post of secretary, devoting 


his full time from then until 1924 to 
the magazine. 

Nearly 30 years ago Dr. Simmons 
organized what is now known as the 
Bureau of Investigation and it was 
through this bureau that the associa- 
tion’s drive on frauds and quackery 
gained impetus through the years. 


Came from England 


At that time patent medicine and 
other proprietary advertising was 
rife with highly exaggerated claims 
as to what these products might 
cure. The bureau organized by the 
doctor analyzed each of these claims 
in turn, then set determinedly to 
work to stamp out those which were 
untrue. It also functioned in deter- 
mining for the medical profession 
the degree of verity in the product 
analysis presented by manufacturers 
on those items which were sold 
direct to physicians. 

Dr. Simmons came to this country 
from England in 1870. Obtaining a 
degree from the Hahnemann Medi- 
cal College, he then returned to the 
Rotunda Hospitals in Dublin. Com- 
ing back to the United States, he 
received an additional degree at 
Rush Medical College and _ estab- 
lished a practice in Lincoln, Neb. 

Here he also established the West- 
ern Medical Review, editing that 
publication from 1896 to 1899. Truth- 


ful advertising was not the only cru- 
sade waged by the Doctor. Lincoln- 
ians recall him as a leader in the 
drive which resulted in the ousting 
of a crooked political machine which 
had previously controlled the city. 

Dr. Simmons had been a resident 
of Florida since his retirement. 


Page, Southern 
Publisher, in 
Fatal Accident 


Columbus, Ga., Aug. 30.—William 
Eugene Page, widely known as the 
publisher of four Southern news- 
papers, was instantly killed last 
Thursday when his chauffeur-driven 
automobile crashed into a tree near 
Camilla, Ga. Mr. Page, who was 
only 49 years old, was head of the 
R. W. Page Newspaper Enterprises, 
publisher of the Columbus Ledger 
and Enquirer, the Herald, Bradenton, 
Fla., and the Star-News, Wilmington, 
N. C. The fatal accident was doubly 
ironic in that Mr. Page, convalescing 
from an appendectomy, was en route 
to Florida to complete his recovery. 

The publisher, oldest son of the 
late R. W. Page, who founded the 
newspaper dynasty, served as Geor- 


on a bus. 


@ JUMPING around from trains to ems) .. 
planes and from buses to boats, we've 
found that the bus industry has con- 
tributed most constructively to the 
cause of better industrial advertising, 
so we start this month's copy-chasing 


The contribution we refer to is 
the enthusiasm the leading bus manu- 
facturers have shown for making use 
of advertising as a sales tool. Mack, 
Twin Coach, Yellow Coach, Ameri- 
“ar & Foundry and a few others 
ey—and a lot of 


Riding Copy in the 
Transportation Industries . 
the Usual Remarks about Horizontal Advertisers 


. . plus 


General Electric with a 
honey of a color spread “On Main 
Street, too, your patrons enjoy fresh 
air and quietness.” 

Now let’s ride the rails. Good copy 
becomes harder to find, but Armco 
gives us a fresh version of the stream- 
lined train story with “Sorry, sir— 
nu lowers tonight”"—a good ad. 
And American Brake Shoe goes Mc- 
Guffey’s Redder one better with a 
primer book spread (see cut) “What 
Makes the Train Stop?” Other good 
jobs here bear the familiar tags U. S$ 


WRAY AS Re ia A a 
wits a We) Jake fhe SHOR 


Dare she nee hr the orm ag” 


Se eae Stee he the tone age 


Hew sae The Rash onets pat ape te wnt” ("A 
© ny Depieme Rae ter cod Brahe Saar 

Wey ar re pteme Stes bee ar a 
Trey hewe a Sovampen to (Me =e 
(idee Degen Than tren op-yrnet? 


Sieel, Aluminum Co., etc. 
ing afloat 


Its What You 
Put In That Counts 


Frequently, it seems, there is a tendency here 
and there to forget that a publication is only as 
good as the editor makes it—that reader interest 
and reader loyalty are in exact proportion to 
the kind of material the editor puts into his white 


space. 


If he has the ability to get the material his 
readers want, and to present it in a way which | 
makes them actually want to read it, you need 
have no fears about whether the paper is read 
—you need have no doubts of its ability to de- 


liver a sales message for you. 


A striking example of the type of editorial 
material which attracts to INDUSTRIAL MAR- 
KETING more executives interested in merchan- 
dising, selling and advertising industrial goods 
and services than any other publication any- 
where can boast is the “O. K. As Inserted” de- 
partment which appears in INDUSTRIAL MAR- 


KETING each month. 


Here is a natural—a department in which the 
anonymous (for their own protection) Copy 
Chasers ride herd over the advertising appear- 


INDUSTRIAL MARKETING 


ing a “Visualizer” which will show 


ing in the industrial press. No pulled punches, 
no lady-like excuses for criticism, go here. The 
boys name names and speak right out in meet- 
ing. They tell the readers of INDUSTRIAL MAR- 
KETING what they like about the advertisements 


they review, but they also have no hesitancy in 


telling them what they don’t like, and why. 


Do INDUSTRIAL MARKETING readers take it? 
And how! Even though the Copy Chasers main- 
tain their anonymity most carefully, they spend 
something like half their time reading brickbats 


and bouquets that pour in to the editor—and 


usually they’re not single page letters, but trea- 
tises of thousands of words, explaining, justify- 


ing. clarifying. 


To the organization which has something to 
sell to industrial advertisers, this outstanding 
editorial feature, plus the wealth of other ex- 
clusive material regular appearing in its pages, 


guarantee that INDUSTRIAL MARKETING sup- 


plies a reader audience that wants and needs 
the publication—an audience ready and eager 
to read your message. 


For the INDUSTRIAL Merchandising Executive 


100 E. Ohio St., Chicago 


330 W. 42nd St., New York 


gia pre-convention campaign man- 
ager for Franklin D. Roosevelt in 
1932. He was rewarded by an ap- 
pointment as internal revenue collec- 
tor, a post he held from June, 1933, 
until a month ago, when he re- 
linquished it to devote all of his at- 
tention to his newspaper interests. 


Stress On Society 


Mr. Page believed that feminine 
readers should be encouraged to 
make direct contacts with the society 
editor, and accordingly provided the 
latter with an office which might 
have been lifted from the pages of a 
smart magazine. It resembled a 
modern living room both in size and 
appointments and became a rendez- 
vous for the social elect. 

The publisher is survived by 
his widow; two sons, Edwin and 
W. E. Page, Jr., the latter being 
business manager of the Ledger and 
Enquirer; two sisters, Mrs. A. H. 
Chapman, whose husband is editor of 
the Bradenton Herald, and Mrs. M. R. 
Ashworth, whose husband is pub- 
lisher of the Columbus Ledger and 
Enquirer; two brothers, J. E. Page, 
retired, and R. B. Page, publisher of 
the Wilmington Star-News. 


DOW, PIONEER DAKOTA 


PUBLISHER, IS DEAD 

Sioux Falls, S. D., Aug. 30.—Fun- 
eral services were held here today 
for Baron C. Dow, 66, manager of 
the Sioux Falls Argus-Leader for 
many years, who died Saturday after 
a long fight against peritonitis fol- 
lowing an operation for appendicitis 
early in July. 

Starting his newspaper career on 
the Sioux Falls Gazette, Mr. Dow 
joined the circulation department of 
the Argus-Leader when the Gazette 
suspended, later becoming circula- 
tion manager. When Charles M. 
Day bought out the interest of 
Joseph Tomlinson in 1910, the for- 
mer appointed Mr. Dow as manager 
of the publishing property. Eight 
years later, when another block of 
stock was bought by the publisher, 
Dow became a full-fledged partner in 
the enterprise. 

Identified with the city’s growth 
in many other ways, Mr. Dow in 1934 
was awarded a distinguished service 
medal by the Sioux Falls Cosmopoli- 
tan Club for outstanding services 
to the community. 


H. S. SCHOTT DEAD 
New York, Sept. 2.—Harry Sayre 
Schott, vice-president in charge of 
advertising and sales, National Car- 
bon Company, died last night at his 
home in Montclair, N. J., at the age 
of 52. His passing followed an op- 
eration last week. 

Credited with being one of the 
salesmen who brought flashlights 
into popular use, Mr. Schott joined 
National Carbon in 1913 after serv- 
ing with Western Electric Company. 
He sold for National Carbon in Can- 
ada, after which he was transferred 
to the New York office and made as- 
sistant sales manager and_ then 
manager. Five years ago he was 
promoted to the post he held at the 
time of his death. 


ATLANTA JOURNAL 


LOSES D. W. PATTY 

Atlanta, Sept. 1.—Dean Ward 
Patty, 33, promotional advertising 
manager of the Atlanta Journal, died 
of a heart attack here Aug. 29. Mr. 
Patty was associated with the Calvin 
Stanford Advertising Agency before 
joining the Journal. 

Born in Orleans, Ind., he studied 
at the Academy of Fine Arts, Chi- 
cago, and began his business career 
there in the advertising department 
of Marshall Field & Co. 


AMBROSE KENT DEAD 


Kenmore, N. Y.. Sept. 1—Ambrose 
L. Kent, 62, who operated his own 
advertising agency here, died yester- 
day. Two sisters, his widow, a son 
and daughter survive. 


Pritchard Appoints 


EK. Pritchard, Inc., Bridgeton, N. J., 
has appointed Wadsworth & Walker, 
Inc., New York, to handle its adver- 
tising. Newspapers, radio and direct 
mail will be used. R. M. S. Walker 


is account executive. 


Copy Booers Hit 
By Court Order 


Tifton, Ga. Sept. 1—The | 
Tifton Booing Club which has 
been actively engaged in boo- 
ing the commercial announce- 
ments appearing on the screen 
in local theaters was restrained 
from further action of this na- 
ture by a court order issued 
yesterday. 

The Tifton Gazette was like- 
wise named as defendant, inas- 
much as the newspaper is re- 
ported to have carried an ad- 
vertisement, signed by club 
members, which was consid- 
ered injurious to the theaters. 
The order also restrains the 
newspaper from publishing any 
further advertisements of the 
club. 


Forms Knabb Agency 


Jack Knabb, Rochester, N. Y., has 
organized Jack Knabb Advertising 
Agency in the Hiram Sibley bldg. 
The agency has been retained by 
Albany Packing Company, A. L. An- 
derson & Sons, carbonated bever-. 
ages; H. H. Babcock & Co., blue 
coal; Rega Mfg. Company; Regent 
Specialties, Inc.; Rochester Business 
Institute Group of Schools; 
Rochester Packing Company, Ar- 
peako meat products; Rochester 
Telephone Corporation and Seneca 
Hotel. 


Welling Names Agency 

Charles H. Welling & Co., Inc., 
New York, representing Z Pack Cor- 
poration, has named Bermingham, 
Castleman & Pierce, Inc., New York, 
as advertising counsel. Jonathan D. 
Pierce is account executive. 


“News-Week’” to T-L-D 


News-Week, Inc., New York, has 
appointed Tracy-Locke-Dawson, Inc., 


New York, as advertising agency. 
Paul Cornell will be publishing and 
advertising consultant for News- 
Week. 


A customer, not a mass 


According to some government re- 
search, the average family lives on less 
than thirty dollars a week. I suppose 
that is what advertising men call the 
masses. Here and there is a man earn- 
ing $5,000 or more a year. He is what 
I would call a customer. There are 
about half a million of these customers. 


It’s a difficult problem to locate these 


* | half a million customers, scattered as 


they are among 125,000,000 masses. 


Even if you advertise to the masses, you 
might miss the customers, for mass 
circulation must be built on appeal to 
average intelligence, whereas people of 
high earning power are way above the 
masses in ability, mentality and capacity 
for hard work, 


By editing THE DIGEST for busy 
people of high intelligence, it is my aim 
to corral the bigger part of these half 
million customers for high grade mer- 
chandise. As it happens, almost ex- 
actly half a million people now read 
THE DIGEST, yet it is devoid of the 
sensational or emotion-rousing qualities 
which attract the masses. 


What I am getting at is, if the masses 
cannot afford what you make, it might 
pay you to seek among DIGEST read- 
ers for customers. 


ALBERT SHAW, JB- 


PUBLISHER OF 


233 Fourth Avenue 


New York City 
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What Are the 
a M 
Stations for Sot Pea > 


First Quarter, 1937 


® WKY was FIRST in the Southwest during the first quarter of 1937 
both in number of advertisers using spot radio and in number of 
sponsored spot programs, according to Publishers’ Information 
Bureau reports. Only thirteen stations in the entire country had 
more spot advertisers; only twenty had more programs. 

WKY is no stranger in the group of top spot stations. Year after 
year it gets more business FROM advertisers because it gets more 
business FOR advertisers. 

WKY has the frequency (900 kc.) and the facilities which give it a 


Patel a. 


A 
WKY Oklahoma City 


Oklahoma City 48 105 


cause the aggregate attractiveness of its programs and the alert- oa 
ness of its showmanship have won majority listener preference, Amariiis *):* >: 
WKY can furnish advertisers a “standing” audience in Oklahoma 


SOSteses 


far greater than any other station. an , Wee 


From Sales Management, 
August 15, 1937. 


GOOVE fi A G E @ WKY, with a 1, mv. signal or better, covers more of Oklahoma, more of its radio homes, 
fae wee = more of its buying power than any other radio station. 
?p h 0 G a A i ¥ i x G @ WKY balances its schedule of NBC Red and Blue programs with scores of local 
' sustaining and commercial features that touch every community interest. 
§ H 0 * ye A N S H | e @ WKY was named the outstanding newspaper-owned station in America by 
f ie Variety in a special showmanship citation last February. 


pS 
# 

; 
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@® WKY ’s studios outclass anything in the Southwest for size and equipment. From micro- 


phones to antenna, WKY is RCA high-fidelity engineered. 


“AFFILIATED WITH THE DAILY OKLAHOMAN, CKLAHOMA 
CITY TIMES AND THE FARMER-STOCKMAN® NATIONAL 
REPRESENTATIVE - E. KATZ SPECIAL ADVERTISING AGENCY 
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CFAC TO OFFER 
4-PHASE COURSE 
ON ADVERTISING 


Chicago, Sept. 1.—An expanded 
program of lecture courses on all 
phases of advertising is planned for 
the 1937-1938 season by the Chicago 
Federated Advertising Club, Arthur 
E. Tatham, advertising manager of 
Bauer & Black, and chairman of the 
educational committee, announced 
today. 

At the close of last season’s suc- 
cessful series of 13 lectures ad- 
dressed by prominent advertising ex- 
ecutives, students were given ques- 
tionnaires upon which to indicate 
their choice for this year’s work. 
Desires indicated in these question- 
naires were used as a basis for 
planning the four new lecture 
courses, to run concurrently for six 
weeks each in October and Novem- 
ber. An additional series of four 
courses is under consideration for 
the spring months. 

The fall courses are as follows: 


gored by the Chicago Association of 
Advertising Agencies, and co-chair- 
manned by M. Glenn Miller, of the 
agency bearing his name, and Prof. 
James Young, University of Chicago; 
‘Sales Promotion,” sponsored by the 
Advertising Managers Club, with 
Harry Neal Baum, Fairbanks, Morse 
& Co.. chairman; “Advertising 
Layout,” with the Art Directors’ 
Club as sponsor and John Olsen, Leo 
Burnett Company, chairman; and 
“Advertising Salesmanship,” di- 
rected by the Agate Club, with Nor- 
man C. Green of Collier’s as chair- 
man. 

Last season’s courses, titled “This 
Business of Advertising,” drew an 
enrollment of more than 500. Tu- 
ition for this season’s lectures will 
be $5 per course, or two courses for 
$9. Inasmuch as the lectures will 
run concurrently and possibly on the 
same night, it is not expected that 
many students will sign for more 
than one course. 

Elon G. Borton, LaSalle Extension 
University, is in charge of selling the 
fall courses, aided by a representative 
from each of the affiliated and spon- 
soring clubs. Chester Carlson, Ameri- 
can Colortype Company, is chairman 
of the committee on arrangements, 


pany, is chairman of the publicity 
committee. 

The list of speakers for each of the 
courses will be announced shortly. 


Advertising Workshop 
to Start Second Year 


Workshop of Advertising will open 
its second schoo] year at 1776 Broad- 
way, New York, Sept. 9 with a pre- 
view acquainting interested persons 
with details of the course. 

Eugene Heiffel will give instruc- 
tion in layout, and copy lectures will] 
be given by Lawrence G. Malone, 
G. M. Basford Company. 


Echlin Names Seid 


Frederick Seid, Advertising, San 
Francisco, has been appointed to 
handle advertising of Echlin Mfg. 
Company, San Francisco, manufac. 
turer of automotive ignition replace- 
ment parts, testing and tune-up 
instruments. Automotive business 
publications will be used. 


Ryder & Ingram Win 


Ryder and Igram, Ltd., Oakland, 
Cal., received the “best presentation 
of an agency’s own service” award at 
the convention of the First Inter 
Agency Group instead of Long Adver- 
tising Service, San Jose., Cal., as re- 


and Lawrence E. Meyer, Interna- 


ported in ApVERTISING AGE of Aug. 16. 


PUSH NEW SOAP 
SUBSTITUTE IN 
TEST CAMPAIGNS 


Chicago, Sept. 2.—A merchandising 
drive launched here this week on 
behalf of Pop, new soap substitute 
in powdered form manufactured by 
Popular Brands, Inc., New York, was 
said by company spokesmen to sig- 
nalize steps toward achievement of 
national distribution. 

The promotion here will be sim- 
ilar to test campaigns which have 
been used to introduce the product 
te many Eastern cities since its de- 
but in July. Newspapers, spot radio 
and point of sale displays will be 
the major media. 

The product’s first appearance 
here was during the recent conven- 
tion of the Food Distributors’ Asso- 
ciation when Popular Brands both 
displayed and demonstrated its many 
uses. Primarily advanced as an aid 
to dishwashing, which, as a repre- 


sentative of the company said, “is 


ADDISON VARS, INC. 
Hewitt Rubber Corp. 
ADRIAN BAUER ADVERTISING AGENCY 
Wayne Iron Works 


N. W. AYER & SON, INC. 
Dixie-Vortex Co. 


BALDWIN & STRACHAN, INC. 


USL Battery Corp. 
BAER-VAN DeMARK, INC. 


Cincinnati Time Recorder Co. 
BATTEN, BARTON, DURSTINE & 


OSBORN, INC. 


E. I. du Pont de Nemours & Co., Inc. (Duco) 


Oshkosh Trunks, Inc. 


Pittsburgh Plate Glass Co. 


BEAUMONT & HOHMAN 
Greyhound Lines, Inc. 


BROOKE, SMITH & FRENCH, INC. 
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The Timken-Detroit Axle Co. 


D. P. BROTHER & CO., INC. 
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Interstate Transit Lines 
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Union Pacific Stages 


R. W. CLARK ADVERTISING AGENCY 
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Lyon Metal Products, Inc. 
Paasche Airbrush Co. 


AMERICAN 


THE CRAMER-KRASSELT CO. 
Norge Division, Borg-Warner Corp. 


E. M. FREYSTADT ASSOCIATES, INC. 
Wickwire Spencer Steel Co. 

FULLER & SMITH & ROSS, INC. 
Westinghouse Elec. & Mfg. Co. 
(Air Cond., Refrig. Dom., Refrig. Com.) 
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Kelvinator Division 
Leonard Division 


Nash-Kelvinator Corp. 


THE GLEN BUCK CO. 
A. B. Dick Co. 


(Duplate) 
Scallan Supply Co. 


THE ALBERT KIRCHER CO. 


Galvin Mfg. Co. 


Johnson Motors 


Chrysler Corp. 


LEEFORD ADVERTISING AGENCY INC. 
Remington Rand Inc. 


LORD & THOMAS 


Delco-Frigidaire Conditioning Div. 


Frigidaire Division 


General Motors Sales Corp. 


RCA Mfg. Co., Inc. 


T. J. MALONEY 


Sherwin-Williams Co. 


MAXON, INC. 
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GEARE-MARSTON, INC. 
Alliance Insurance Co. of Phila. 
The Electric Storage Battery Co. 
Indemnity Insurance Co. of No. Am. 
Insurance Co. of No. Am. 
Philadelphia Fire & Marine Insurance Co. 
. STIRLING GETCHELL, INC. 
De Soto Division Chrysler Corp, 
Plymouth Division Chrysler Corp. 
Devoe & Raynolds Co., 


GEYER, CORNELL & NEWELL, Inc. 


GOTTSCHALDT-HUMPHREY, INC. 
Multistamp Co., Inc. 

HUTCHINS ADVERTISING CO., INC. 
Philco Radio & Television Corp. 

KEELOR & STITES CO. 


ARTHUR KUDNER, INC. 
Buick Motor Division 
General Motors Sales Corp. 
The Goodyear Tire & Rubber Co., Inc. 


LAMPORT-FOX & COMPANY 


LEE ANDERSON ADVERTISING CO. 


HAYS MacFARLAND & CO. 
Alemite Corp. Div. of Stewart Warner 
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Cadillac Motor Car Division 
Pontiac Motor Division 

General Motors Sales Corp. 


General Electric Co. (Radios, Washers & 


Pittsburgh Plate Glass Co. (Paints) 


MELDRUM & FEWSMITH, INC. 
Seiberling Rubber Co. 
Willard Storage Battery Co. 
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NEWELL-EMMETT CO., INC. 

L C Smith & Corona Typewriters Inc 
CHAS. DALLAS REACH CO. 

Carrier Corporation 
REDFIELD-JOHNSTONE, INC. 

Yale & Towne Mfg. Co. 
REINCKE-ELLIS-YOUNGGREEN & FINN, INC. 

Addressograph-Multigraph Corp. 

Page Fence Association 

Webster Electric Co. 
ROCHE, WILLIAMS & CUNNYNGHAM, INC. 


Williams Oil-O-Matic Heating Corp. 
Chicago, Milwaukee, St. Paul & Pacific 


Railroad Co. 


ROEDING & ARNOLD, INC. 
Accurate Metal Weather Strip Co. 


Economy Metal Weather Strip Co. 
RUTHRAUFF & RYAN, INC. 


D. L. & W. Coal Co. 


Dodge Division Chrysler Corp. 
The B. F. Goodrich Co. 
SCOTT-TELANDER 


Evinrude Motors 


Philco Radio 


STERNFIELD-GODLEY, INC. 


& Television Corp. 


(Metropolitan Books) 
STEWART, HANFORD & FROHMAN, INC. 
Stromberg-Carlson Tel. Mfg. Co. 
DANIEL H. STOREY ADVERTISING 
Employers Mutuals of Wausau, Wis. 


MILES H. SUCHER 


Edwards Motor Transit Co. 
HOWARD SWINK ADVER. AGENCY 

Central Mfrs. 
UNITED STATES ADVERTISING CORP. 

Libbey-Owens-Ford Glass Co. 


Mutual Insurance Co. 


YOUNG & RUBICAM, INC. 


Packard Motor Car Co. 


VAN SANT, DUGDALE & CO., INC. 


H. B. Davis Paint Co. 
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JAR STRATEGY 


Copy of Kerr Mason Jar Company, Los 

Angeles, is prominent in this co-opera- 

tive newspaper page placed by Colorado 
fruit interests. 


the one thing that hasn’t been im- 
proved in kitchens,” Pop is also be- 
ing promoted as taking the places of 
cleansing powders and water soften- 
ers. 

Preliminary newspaper copy which 
appeared in Eastern territories fea- 
tured the use of split runs in deter- 
mining which of two advertisements 
pulled best on coupon returns. In 
all cases, the coupon entitled the 
prospect to a free package of Pop. 

High returns from these tests were 
reported by the company. In Syra- 
cuse, for example, it was said that 
25 per cent of the coupons were 
brought in for the free package of- 
fer. In requiring that the transaction 
be a personal one between the grocer 
and his customer, company repre- 
sentatives said that this practice had 
enabled them to prove decisively to 
the grocer that a demand for the 
product exists. 


Package Design Stressed 


In addition, the company gained 
the support of newspapers and radio 
stations in a variety of tie-up promo- 
tions complementing the paid adver- 
tising. 

Dr. Cecil Rhodes, Popular Brand 
chemist, is the discoverer of the 
product which was evolved from two 
years of experimental effort. Fred 
Ward is general manager of the com- 
pany. Ryan, Leach & Goode, sales 
engineers, have directed the mer- 
chandising test campaigns, here and 
in the East. 

Much credit for the product’s early 
acceptance was given by company 
executives to the unique package de- 
sign, created by the Reynolds Metals 
Company. The powder appears in a 
silver foil coated cylinder, cut in at 
the top to afford easy opening and 
a quickly arranged pour spout. 

Tracy-Locke-Dawson, Inc., New 
York, is advertising agency for the 
company. 


Kable in New Post 


George W. Kable has been ap- 
pointed editor of Electricity on the 
Farm, New York. 


Complete Broadcast- 
ing Facilities Wired 
and Transcribed 


TRANSAMERICAN BROADCASTING 
AND TELEVISION CORP. 


JOHN L. CLARK, PRESIDENT 


NEW YORK 
521 Fifth Ave. 
MUrray Hill 
| 6-2370 


HOLLYWOOD 
5833 Fernwood 
Avenue 
HOllywood 5315 


CHICAGO 
333 N. Michigan Ave. 
STate 0366 
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4 A’s on Free Publicity 


The American Association of Ad- 
vertising Agencies has warned its 
members against practices which 
tend to demoralize relations with 
newspapers, pointing out that in the 
long run the interests of advertiser, 
publisher and agency are so closely 
intertwined that anything which 
hurts one must in the end injure all. 

In its statement the Four A’s laid 
proper emphasis on demands for free 
publicity which are made upon news- 
papers by agencies handling impor- 
tant accounts. Agencies were re- 
minded of the evil of trying to in- 
duce or influence publishers to print 
news or editorial material by any 
promise of advertising, or threat to 
withhold it, expressed or implied. 

With unconscious humor the asso- 
ciation continued, “It seems unde- 
sirable to forward such items to the 
publisher accompanied by order to 
insert advertising.” 

The publicity-or-else school of ad- 
vertising has been bringing powerful 
pressure to bear on all media, but 
especially newspapers, which seem 
particularly vulnerable to attacks of 
this kind. Competitive situations are 
skilfully played upon by the adver- 
tiser or agent anxious to get some- 
thing extra special in the way of 
free space, and the result is that 
even strong newspapers yield to 
these demands rather than make it 
possible for weaker competitors to 
get business by what is labeled pub- 


licity “co-operation.” 

The automotive situation is an ex- 
cellent example of what happens 
when publicity demands run wild. 
Automotive advertisers have had 
millions of lines of free space in the 
newspapers, many of which publish 
regular departments devoted to the 
promotion of the industry. The de- 
scription is justified, for the news is 
usually of the kind one would ex- 
pect to find in an automotive trade 
journal, rather than interesting and 
constructive information which would 
be appreciated by a motor car owner. 

At show time especially the news- 
papers are put on the pan _ by 
agencies handling the principal 
makes of cars, and woe to the auto- 
mobile editor who has not given an 
account an even break with its com- 
petition. To say that publicity is not 
a factor in determining the placing 
of advertising for automotive ac- 
counts in newspapers is to deny the 
obvious. 

The peculiar thing about all this 
publicity excitement is that news- 
papers have experienced a_ steady 
decline in automotive lineage in the 
past few years. There have been 
special situations which have ac- 
counted for part of the decline, but 
a cynical observer might well ask 
why the manufacturers should con- 
tinue to pay for something which 
they have found they can get for 
nothing. 


Press Agentry 


Recent labor troubles have given 
publicity counselors, frequently 
known by the disrespectful appella- 
tion of press agents, an opportunity 
which they have not been slow to 
take advantage of. Manufacturers 
of steel and other industrial mate- 
rials, whose knowledge of the pub- 
lic is limited, and who have sud- 
denly become aware of the need for 
a favorable public opinion, have be- 
come easy prey for the gentlemen 
who claim to be able to employ the 
power of the press for the benefit of 
their clients. 

In some cases large manufacturers 
have agreed to pay important money 
to publicity counselors for services 
of a vague and general character, 
which in effect are intended to ac- 
complish the miracle of changing a 
distrustful if not antagonistic atti- 
tude on the part of the general pub- 
lic to one of complete faith and con- 


in New Fields 


fidence in the motives and policies 
of these big business enterprises. 

This would be humorous if it did 
not border on the tragic. It assumes 
first of all that publicity alone can 
cure basic ills inherent in unsatis- 
factory industrial and public rela- 
tions. It disregards the necessity, as 
ADVERTISING AGE has frequently 
pointed out, of establishing sound 
policies which alone can eliminate 
the danger of labor troubles and un- 
favorable public attitudes. When 
these policies are right, the company 
which establishes them has a legiti- 
mate story for industry and the pub- 
lic which can be told best through 
advertising. 

Incidentally, why don’t manufac- 
turers with public relations prob- 
lems consult their advertising ex- 
ecutives before contracting for press 
agents’ services? Their opinions 
might be of considerable value. 


OLD TIME ADVERTISERS WERE GOOD, TOO 


—College Humor 
"But, General, this says ‘Paris Exposition, 1888, for Mustard Pickles'!" 


Label Facts 


(As viewed in The Journal of the 
American Medical Association) 
The Food and Drug Administra- 

tion has decided to start active en- 
forcement of its long-standing but 
well-nigh dormant regulation hold- 
ing a drug product to be misbranded 
if it contains more than one active 
medicinal agent but is named after 
only one of its constituents. 

The council on pharmacy and 
chemistry has always objected to 
the hiding of other active ingredi- 
ents under a single name. To call a 


product ‘“X-compound,” the latter 
word to serve as a mask to hide 
potent drugs which, in some in- 


stances, actually are more powerful 
than the drug from which the ‘‘com- 
pound” takes its name, is deceptive, 
whether intentional or not. 

Organized medicine has_ insisted 
that a product should be truthful in 
name as well as fully named. The 
stand taken by the Food and Drug 
Administration that all products 
should be made to declare clearly 
and accurately any active ingredi- 
ents other than the one indicated by 
the title is a definite advance in the 
protection of the public against hid- 
den drugs in proprietary medicinal 
products, 


Youth Angle 


(As viewed by George T. Eager in 
The Rotarian) 

The population of the United States 
—and probably other nations — di- 
vides at about 26 years of age. So 
what? You are, let us say, a banker, 
a newspaper editor, a department- 
store owner, an advertising man, a 
sales manager, or a manufacturer. 
In other words the public is your 
customer. What has the average 
age of the country’s population to 
do with you and the successful con- 
duct of your business? Just this— 
there is a difference between the 
ages of those who direct business 
enterprises and those who buy the 
goods and services of these enter- 
prises. It is this that leads to 
waste and misunderstanding in busi- 
ness. 

No live political 
youth. 
ample, 


party ignores 
In the United States, for ex- 
2,200,000 people reach their 


| 21st birthday each year, and the 
shrewdest political moves of the last 
three or four years have been based 
on an appeal to the younger people. 
Some of the newer magazines are 
breaking circulation records. They 
are doing it because of their appeal 
to youth. 

In all lands there are many adults 
to whom “boys’ work” has a vital 
appeal. They spend time, effort, and 
money to help young people. That 
is all to the good. But it is not 
amiss to point out that there is a 
very good economic, as well as altru- 
istic, reason for keeping in tune with 
youth. The restlessness of today has 
trends that already are setting the 
business scene, 


Mass Selling 
(As viewed in Business Week) 


The chief growth of American in- 
dustry has resulted from mass pro- 
duction. And in almost every case, 
mass production has been made pos- 
sible by mass selling. Mass selling 
means brand and product identity, 
and this, in turn, has been made pos- 
sible by advertising. 

In the worst years of the depres- 
sion, the companies that had the re- 
sources to carry on—to maintain 
their payrolls fairly well and to keep 
paying dividends with hardly a 
break—were by and large the mass- 
production businesses that had been 
made possible by mass selling. 

Now the state and federal resale 
price-maintenance laws put the ad- 
vertisers on the block. They have 
to yield to pressure for higher prices. 
As a result, they will be increasingly 
exposed to the competition of private 
brands and unbranded merchandise, 
selling at lower prices. 

It has taken three generations to 
build up consumer confidence in ad- 
vertised goods. But if such goods 
are pushed to a higher price-level, 
what will their future be? Gradu- 
ally there may arise a nation-wide 
belief that the trade-marked, adver- 
tised thing is the thing that has 
been arbitrarily priced at an unrea- 
sonable level. And in consequence 
the buying habits of the American 
people may be reversed: instead of 
buying advertised goods, they may 
consistently buy what is unadver- 
tised. 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu. 
tive writing on his business letter. 
head. 


No. 1220. Fourth Annual Minnesota 
Business Map. 


Minnesota’s farm income wil! 
amount to $360,000,000 in 1937, ac- 
cording to this detailed study which 
gives comparative figures on crop 
and livestock production, and in- 
cludes a map showing business con- 
ditions in Minnesota. The study is 
distributed by Minneapolis Journal, 
Minneapolis Star, Minneapolis Trib- 
une, St. Paul Daily News, St. Paul 
Dispatch — Pioneer Press, KSTP, 
WTCN, and The Farmer, St. Paul. 


No. 1221. Pensacola, Florida. 


WOCA has issued this folder con- 
taining data on population, indus- 
trial activity, and buying power, 
| wits maps and tables showing the 
| station’s day and night coverage of 
| the Pensacola trading area. 


No. 1222. Suburban Rochester. 


This brochure, issued by Gannett 
Newspapers, presents an individual 
picture of each of 44 suburbs, with 
reference to the history, traditions, 
|industry, population and distance 
from Rochester. The circulation of 
the Democrat & Chronicle and The 
Times Union is indicated in each 
town, as well as the percentage of 
home coverage. 


No. 1223. 876 College Newspapers. 


National Advertising Service, Inc. 
has issued this new 17 page record 
of all known college newspapers to 
be published during the 1937-38 
college year. It covers a tabulation 
of college, newspaper, frequency of 
publication, and registration. 


No. 1176. 
ket. 


Midwest Farm Paper Unit has is- 
sued this pamphlet giving Midwest 
farm market figures and a descrip 
tion of who reads the papers. 


No. 1210. Since 1917. 


This booklet, issued by Chicago 
Tribune, reports on conditions today 
and traces the changes in the circu- 
lations of Chicago daily newspapers 
during the past 20 years. 


he Midwest Farm Mar- 


No. 1208. Answers to Your Questions 
About Winter Air Conditioning. 
Who is selling it? In what kind of 

homes is it being installed? What 

type of firing equipment is being 
used? What are the obstacles to 
sales? These and other questions, for 

31 typical cities, are answered in this 

study issued by Air Conditioning 

| Combined with Oil Heat. 


No. 1206. You Will Love Me in De- 
cember, January, February, as You 
Did in May, June, July. 


This booklet, issued by Outdoor Ad 
vertising, Inc., gives national attend- 
ance figures for movies, hotels and 
sporting events throughout the entire 
year and also contains figures on 
gasoline consumption and car regis- 
tration to prove that outdoor adver- 
tising circulation is constant through- 
out the year. 


No. 1174. Tickling a Man Where He 
Likes It. 


This brochure, issued by Fawcett 
Publications, is a reader survey of 
the Fawcett Detective Unit, giving 
data on size of families, income, age, 
home ownership and amounts spent 
for several products. 


No. 1193. The Indianapolis Radius. 


The Indianapolis News has issued 
this brochure of detailed market in- 
formation about the Indianapolis ra- 
dius. It covers data on population, 
buying power, consumer characteris- 
tics and cities and towns in the 20 
counties comprising this trading 


area. 
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ADVERTISING AGE 
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—— — 


HOW EVERY INDUSTRIAL ADVERTISING MAN 
CAN DO A MORE EFFECTIVE JOB » 


* 


DO YOU WANT 
TO KNOW 


How to make market surveys 
of real value? 


How to minimize waste in your 
advertising ? 


How to coordinate sales and 
advertising departments? 


How to evaluate publications 
correctly? 


How to get greater sales results 
from catalogs? 


How to apply showmanship to 
industrial advertising ? 


* 


YOU WILL FIND 
HELPFUL ANSWERS 


to these and other problems at 
the 1937 Convention of the Na- 
tional Industrial Advertisers 
Association to be held at Edge- 
water Beach Hotel, Chicago, 
September 22, 23 and 24. Look 
over the program. — 


N. 1. AL A. 


CHICAGO — EDGEWATER BEACH HOTEL SEPTEMBER 22 . 23 . 24 


P R O 6 


R A M 


of the 


Edgewater Beach Hotel 


15th ANNUAL INDUSTRIAL ADVERTISING AND SALES PROMOTION CONFERENCE AND EXPOSITION 


Chicago, Illinois 


September 22, 23, 24, 1937 


Wednesday, September 22, 1937 


Registration. 
Call to erder by Committee Chairman Murphy. 


Welcome by E. J. Goes, Advertising Manager of the 
Koehring Company, Milwaukee, and Mr. Oakleigh R. 
French, President, Oakleigh R. French, Inc., St. Louis. 
Opening remarks, William E. McFee, President, Na- 
tional Industrial Advertisers Association. 


“The New Opportunities Confronting the Industrial 
Advertising and Sales Promotion Executive.” 


G. D. Crain, Jr., Publisher, Industrial Marketing and 
Advertising Age. 


“The Greatest Sales Opportunity in at Least Twenty- 
Three Years.” 


Howard Ehrlich, Executive Vice-President, McGraw-Hill 
Publishing Company, New York City. 


“How We Coordinate Our Sales and Advertising Ac- 
tivities.” 


Fairbanks 


Harry Neal Baum, Advertising Manager, 
Morse and Company, Chicago. 

Discussion: S. D. Mahan, General Advertising Manager, 
Westinghouse Electric & Mfg. Co., Mansfield, Ohio. 


“Welcome to N.I.A.A.”’ Luncheon. 


“How Present Day Tendencies in Direct Action and 
Indirect Action Advertising Affect Industrial A dver- 
tising.” 
E. T. Gundlach, President, Gundlach Advertising Agency, 
Chicago. 


“How to Add Sales Power and Apply Showmanship to 


Industrial Copy.” 
Mr. Kenneth M. Goode, Author “How to Write Adver- 
tising,’ “Showmanship in Business.” 
“How Much Shall We Spend for Advertising? Where 
Shall We Spend It?—Profitably?” 
Arthur D. Ramsdell, Ramsdell and Haase, Division of 
Daniel Starch, Commercial Research, New York City. 
“How and Why to Use Letters In the Industrial Ad- 
vertising Program.” 


Publishers’ Reception 


Thursday, September 23, 1937. 


“How the Industrial Advertising Manager Can Assist 
in the Public Relation and Employee Relation Program 
in His Company.” 
Discussion: Charles McDonough, Advertising Manager, 
Combustion Engineering Company. 
“How to Organize and Carry on Market Research 
Activities and How to Apply the Facts.” 


Lyndon O. Brown, Merchandising and Research Depart- 
ment, Lord and Thomas, Chicago, Illinois. 


“How to Plan Catalogs and Product Bulletins and How 
to Use Them for Maximum Sales Results.” 
Frank W. Clary, Advertising Manager, Crouse-Hinds 
Company, Syracuse, New York. 
“How to Eliminate Waste in Advertising and Secure 
Greater Effectiveness from the Advertising Dollar.” 
A Panel Discussion, carried on by a group of authorities. 
The audience invited to participate. 
Adjournment for Lunch. 


“How to Evaluate Publications—Methods of Qualita- 

tive and Quantitative Analysis.” 

H. Von P. Thomas, Merchandising Manager, Bussmann 
Manufacturing Co., St. Louis, Mo. 

“How to Use and Not Use Industrial Motion Pictures” 
L. B. Sizer, N. W. Aver and Son, Inc., Detroit, Michigan. 
Discussions : 

Ralph W. Read, Chairman, Industrial Motion Picture 
Study Committee, Promotional Films, Inc., New York 
City. 

“How Reading Habits Influence Choice of Media.” 
A lesson from 1937 survey of nation-wide reading habits. 
Mr. Archibald Crossley of Crossley, Inc., New York, 
| 2 

“The A B C’s of Industrial Advertising.” 

A visual presentation sponsored by the Dotted Line Club 
of Chicago and the McGraw-Hill Company. 

Advertising As a Tool for Manufacturing Orders. 

Twelve Jobs Advertising Will Do. 


How Results of Business Paper Advertising Have Been 
Evaluated. 


Education—The Present-day Job of the Industrial Ad- 
vertising Man. 
What About Competition and How It Effects the Plan. 


Lanquet and Entertainment. 


Friday, September 24, 1937 


Parallel Problem Clinics. 
There will be two periods of one hour and 45 minutes each. 
For each period there will be simultaneous problem clinics 
in the form of round table discussions. 


Clinic A-1—Industrial Advertising and Sales Promotion 
Problems in Selling Through the Whole- 
salers. 

Clinic A-2—How to Write Better Letters and Letter Clinic. 

Clinic A-3—Securing Greater Returns from Trade Shows 
and Exhibits. 

Clinic A-4—Production Methods and Mechanics of Adver- 
tising. 


Clinic B-1—Selling the Engineering Contracting Indus- 
tries. 

Clinic B-2—Sales Training and Visual Sales Presentation. 

Clinic B-3—Industrial Motion Pictures and Slide Films— 
Their Production and Distribution. 

Clinic B-4—Sales Promotion and Advertising Department 
Organization and Budgets. 


NATIONAL INDUSTRIAL ADVERTISERS ASSOGIATION 


For further information address 
H. D. Payne, Chicago Molded Products Corp. 
2149 Walnut St., Chicago, III. 


15“ ANNUAL INDUSTRIAL ADVERTISING & SALES 


PROMOTION CONFEREN 


CE AND EXPOSITION - 


Courtesy of McGraw-Hill Publishing Company, Inc. 


“ye us a 2 J Seg a 
“ae Lf tata Gore ¥en ie ee Be ey OPE 8 gis’ ae yg ee 4 
Fi Ae HAIER, MIO ia Ga Pe PESO eT 5 Shs aw Yan E ey ¥ 


‘ ‘ihe to oe « oe <2 4, : ; bee y a , i yet Maik Cet aes . 5°) ‘ P i f ee Fe ee OF aah. mee 
: eee es S45. Seesaet oe ae rae eats ss : os € : wate se = alt ae ae ax ’ oe ; : ie 
i ie a ef 3 4 ” Xe pies i at > og si 2 ee * z 5 oe ei ed * , : t » rr io eras he 4g y rey nee ee 
rx a 3 nh, ae = " pe ¥ ale x “ a“ 5" ar Pa Z, a a} s t 4 . * a) 4 j e nm prak “ | i sae, 
4 Bey ahry 
phe pe ae aie: yi 
p37 ee : a Sa 
9M 
oe a 
tS. OOOO ccf. et a 
2 _ - - - - — Nee Sete gree. 
alee ome, ee 
* sate 
aie reel. cm 
ha Po 
i a 
- bio 
ae 
: Beant 2 ag 
‘cies Re 
= i 
be } Bas 
aes 
Om- 
igh 
ad- 3 
Cu- | ae. 
x 
ter- 
Ota , 
vil’ : py 
ich ee 
a emg! 
18) Pa eee” 
op po ae 
n- Same amie" 
is a 
al, po po Pate ek 
P ayrig Ay eae iy! 8 
ib- fe) aie 
Po e i et shee 2 
ul d Sane: ak 
; 11 ee ae 
P j Ay oi oe age oe 
ee ee j 
‘ ie ih a” 
ea PEN ao a 
E eee 
; pp ee Se 
tye 3. 
n- “See * 
S- : oss: ae 
’ Ser. Lae 
T, 2 ee ae 
i i sere , be, 
re a ot ae 
ce eae ae 
tn vee ‘hy <a 
of i Li ae 
% =< e Bai 
Gt oe 
0) Avie ae; 
3 eae ee ‘ode ; 
oe ic a eae 
me . 
fie Bo - 4 re 
‘ Ai olES Pe: 
: vise ee * ee 
‘ eee 
eae = 
, Ge OS ee 
4 se : a 
a Sere ae 
i a ” ‘ 
: 5 see 4 
eer, 5 
ae 
ee 
\ 2 ee Ss 
» 22 re 
<3 eg 
1% at: ae 
3 1’ ead 
- i fa “Ss 
: Ag 
on 4 i 
ae ya 
ee, ee < S 
a es 
ieee 
ne Le are 
bpcrety 2, eves 
ee ee 
aT F ae Pe e 
See 
Bee lai 
aS 
re et ae 
es ee 
a Mia see 
be ae, ae 
* oo 7 i 
x mn fete cle Es 
WS ig pata. aad es 
4 PO ee: ‘be 5 
x ig es 
ial pe oe fp 
a i. a 
: x ee es 
; i: ne yrds 
Ca tS a 
eet es 
sd dts & Oc 
. Se ta < So 
ee 3 res 
‘ 5 eet: : 
: Pre oss eae 
PM ee ere 
j oP ee 
ee sé 
ee 4 
J : a 
a Nal 
. a 4 
= 
i 
? . 
a 
9 
3 
= 
’ ee 
= 5 
a 
HM 
4 
f 7 a 
he 
ee 
L ae 72 
MahiE sp ey “spay 
eat a 
a “nhs i Beye? 
- Ne elegy: 
ee 
RS Teal POE a 
F3 / SAS EN ES r,s 
Ye d / 3 c rN Fé. Sees te ay 
ei hs eae ; Hie. : er ‘ : a. ~ pens i RAE ree ARN VP fen Ree rete we tenes. Veg eel 
Oe ts : aa ore z 4 er Ee > Ace nee 425 sa i i ca eee aE cae CED Re! aay ge Pap cy SANG So RE cal nse SA Dah ota 3s RANE abet ee ae eS AG cA irae cus ik Lien ah oa aaa a eee sin ih 
wh Pic Nine ; j oe Fe Rope SS CUR, Rd Ds Fa ee tenia Oo Comoe a Rey i aay he RES Gate la acre a By 
bar : Wax * BAG oP eae = Bier oo Sine log SPs Peuee aaa SUPA OR ETN per potion AS ARSE age © Ebr ai 
iy ee one “~. ei ea Mee ' a  Paerspige Sent 44 ie 3 eon ; ; : ‘ ; uy nen Bay “ ; Re ot aes Be TS SRA SY Yee ea, oe. eC 


eee te? 


14 


ADVERTISING AGE 


September 6, 1937 


jand the activities of the Federal 
Trade Commission in pushing price- 
fixing complaints. 


Zorn- Feldman 
. 
Book Pierces After discussing the economic 
background of the Robinson-Patman 
New Law Maze «. the authors delve into analyses 


of such pertinent phases of existing 
‘legislation as quantity discounts, 
New York, Sept. 1.—What business | price discrimination, freight allow- 
can and can't do under the mazej| ances, brokerage allowances, re-sale 
of legislative edicts that have been| price control devices, state fair trade 
put on state and federal books in re-| acts, loss leader legislation and con- 
cent months is covered in a new | sumer and distributor co-operatives. 
book, “Business Under the Price! In covering each angle of the many 
Laws,” published by Prentice-Hall,| distribution ramifications involved, 
Inc. The authors, Burton A. Zorn|the text attempts to offer specific 
and George J. Feldman, attorneys.| recommendations for practical, with- 
have turned out a significant treatise|in-the-law procedure. 
for advertising and merchandising Interpretation of a long list of 
executives looking for a_ practical! actual cases that have been tried in 
guide in handling distribution prob-| state and federal courts in recent 
lems. years sheds light on many issues 
Although appearance of the book| which might otherwise confuse the 
coincided with the President’s sign-|layman. Full consideration is also 
ing of the Tydings-Miller bill, the| given to competition between private 
authors have brought their text only |@nd nationally advertised brands, 
through consideration of the various 
state fair trade acts, thus leaving a 
slight void as to the eventual effect 
of the federal enabling act. How- 
ever, they anticipated the situation togers, Gano and Gibbons, Chicago, 
that exists today by asserting that has joined Arthur Towell, Inc.., 


“passage of federal legislation n Madison, Wis., as account executive 
P ; S : 6! e mA He was previously in Washington az 
provide the solution to the problem director of public relations for the 
created by fair trade contracts op-| Federal Deposit Insurance Corpora: 


erative only in intra-state commerce | tion. 


Griffin with Towell 


Michael Griffin, formerly’ with 


| direct-selling forces. 


Frank C. Hamilton 
Joins “Seed World” 


Frank C. Hamilton has resigned 
as a vice-president of Chappelow 
Advertising Company, St. Louis, to 
become director of advertising sales 
for Seed World and other publica- 
tions of Seed Trade Reporting Bu- 
reau, Chicago. 


Mr. Hamilton was formerly sales | 


manager, Von Hoffman Press, St. 
Louis, and director of public rela- 
tions, National Retail Credit Asso- 
ciation. He served two terms as 
president of the St. Louis Advertis- 
ing Club and was governor of the 
Seventh District, Advertising Fed- 
eration of America. 


Specialty Text to Bow 

Council for the Improvement of 
Specialty Selling, Inc., New York, 
has set Sept. 15 as the publication 
date for a new text for specialty 
sales managers. The _ publication, 
“How to Find, Train and Supervise 
Specialty Salesmen,” by James Mar- 
atta, will deal with prob!ems_ in- 
volved in organizing and operating 


Lubs Joins Bowman 
Luckey Bowman, Inc., New York, 
has appointed John H. Lubs account 
executive. He recently resigned from 
the New York office of United States 
Advertising Corporation, and form- 
erly operated his own agency. 


PUBLICA 


A FEW years back the foundation for the auto- 
matic heat and air conditioning industry was being laid. 
Now economic leaders everywhere are pointing to it as 
a factor of great influence that brought America to recov- 
ery from one of its worst depressions ... a gain of 40% 
was registered by this industry last year! 

The rapid growth of automatic heat and air conditioning 
in recent years has come through intelligent planning and 
building. Methods of manufacturing had to be improved 

. equipment improved .. . new equipment introduced 
..-+ public acceptance gained . . . sales campaigns planned 
and executed . . . new outlets found . . . old outlets 
secured. 

AUTOMATIC HEAT and AIR CONDITIONING ... 
an integral part of the industry ... has aided this plan- 
ning and building. In addition to the many dealer helps, 
it gives its readers the merchandising and technical infor- 
mation which keeps them abreast of the rapid growth of 
the industry. Many dollars are spent in creating a greater 
public acceptance by publicizing in newspapers, schools 
and libraries the need of automatic heat and air condi- 


. . Whether it be 
tribution .. 
. or planning a 


increased 39.28%. 


is guaranteed. 


completely round 


field, it is imperati 


your request for further information on AUTOMATIC HEAT and AIR CON. 
DITIONING or the industry it serves. Write today for further details. 


tioning equipment. 
CONDITIONING offers a complete service to advertisers 


. selling the dealer . 


<i 


AUTOMATIC HEAT and AIR 


analyzing a market .. . obtaining dis- 
.. building a sales force 
complete campaign. 


AUTOMATIC HEAT and AIR CONDITIONING has 
kept pace with the rapid change and growth of its indus- 
try. Last year the advertising volume of this publication 


A further gain is being registered this 


year. Its circulation, too, has steadily increased until now 
a total distribution in excess of 15,000 copies each month 


Because of the definite trend on the part of dealers to 


out their lines by taking on additional 


items of equipment and the new outlets coming into the 


ve that the manufacturer have an adver- 


tising medium which blankets the industry. AUTOMATIC 
HEAT and AIR C 
eation which offers this advantage. In addition it has the 
acceptance of the industry. 


We will welcome 


ONDITIONING is the only one publi- 


CONSUMER NOW 
FAVORS WHITE 
IN APPLIANCES 


Experts Find Desire for 
‘‘Homier’’ Kitchens 


Chicago, Sept. 1.—The return to 
white as the favored color for 
kitchen appliances and a consumer 
expressed desire for a “homier,” 
though no less efficient, treatment of 
the kitchen itself, were advanced to- 
day as significant trends in kitchen 
design by L. A. Gliatto, manager of 
the kitchen design division of Edison 
General Electric Appliance Company. 

Mr. Gliatto was chairman of a ses- 
sion devoted to kitchen design at the 
three-day home economists confer- 
ence concluded here today under 
eponsorship of the company. 

In commenting on these trends, 
Mr. Gliatto told ADVERTISING AGF 


appliances in no way indicated that 
the kitchen is destined to return to 
its former drab state. 


Other Color Approaches 


“Colorful kitchens are still de- 
sired,” he pointed out, “but the 
housewife prefers to achieve this in 
treatment of walls, shelves, fixtures 
or in the selection of furnishings and 
utensils. 
| “In previous years our appliances 
lhave been available in various col- 
lors. There was, however, and this 
would be true with any manufac- 
turer, a difficulty in presenting 
shades that would suitably match 
laeee already in the kitchen. 

“At present, our ranges and re- 
frigerators are sold only in white. 
This fits in with any color scheme, 
even if the actual shade of white 
varies.” 

Consumer disapproval of the ex- 
tremely modernized kitchen was also 
reported by Mr. Gliatto. In the past, 
he said, advertising illustrations in 
magazines and newspapers’ have 
|placed special stress upon stream- 
lined design, not only in appliances 
but in the kitchen as a whole. 


Consumer Tells Why 


Reaction to this copy, voiced by 
the consumer to the manufacturer, 
brought out the fact that an average 
family, eating two meals a day in 
the kitchen, did not like the “labora- 
tory” aspect, he said. Mr. Gliatto 
pointed out that, while this may not 
affect the family of more luxurious 
means where the kitchen was used 
as only a work shop, it did apply 
to the majority whose kitchens were 
an integral part of their homes. 

“It is our problem here,” he said. 
“to gain this ‘homier’ aspect without 
sacrifice of the efficiency and time 
saving improvements brought on hy 
new techniques in design. The lat- 
ter,” he added, “were unanimously 
in favor of it. 

“A continuous work surface which 
makes it unnecessary for the house- 
wife to travel back and forth be 
tween a table and the range or re- 
frigerator is of course approved by 
the housewife. Combining these two 
factors of efficiency and liveableness 
is our task at present.” 


Stauffer Promoted 


Donald D. Stauffer has been named 
a vice-president of Young & Rubi- 
cam, Ine., New York. He was for- 
merly manager of the radio depart- 
ment. Hubbell Robinson, Jr., will be 
issistant to Mr. Stauffer. 


Alexander to Signode 


J. F, Alexander, formerly assistant 
to the vice-president, U. S. Steel Cor- 
poration with headquarters in Chi- 
vago, has resigned to take an 
executive post with the Signode Steel 
Strapping Company, Chicago. 


Flynn Joins Agency 


Edward E. Flynn has joined Leigh- 
ton and Nelson, Schenectady, as 


copywriter. 


that the preference for white-colored | 


McCARTHY TALKS 


Glib Charlie 
to Display As 
Well As Talk 


New York, Sept. 1.—Charlie Mc- 
Carthy, glib dummy for radio ven- 
triloquist Edgar Bergen, is being 
plucked from the lap of his master 
to be plopped on grocery counters, 
where he will be asked to do a bit 
of personal selling for Chase & San- 
born dated coffee. Instead of finding 
himself in Bergen’s lap, Charlie now 
finds his own lap loaded down with 
packages of coffee, as he sits rather 
precariously on counter edges, in 
pasteboard form. Charlie is all over 
the place as a counter display. 

The occasion for Charlie’s new role 
is a special September sale for Chase 
& Sanborn coffee planned by Stand- 
ard Brands. The sale will be an- 
nounced Sept. 5 during the Mc- 
Carthy-Bergen-W. C. Fields Sunday 
night radio show. Advertisements 
in The American Weekly and This 
Week will back up the radio promo- 
tion. 

J. Walter Thompson Company 
shares responsibility for Charlie’s 
sally into salesmanship in-the-paste- 
board, even to the extent of the pun- 
ping caption on the display: “Hurry! 
Hurry! Buy a Bag. I’m dated too.” 


To Change Format 


Plumbing and Heating Trade Jour- 
nal, New York, will change its for- 
mat beginning with the October 
issue, so that advertisers may use 
single column advertisements, one- 
third of a page and fractional space 
units other than full pages, halves 
and quarters which have been the 
only space available in the past. 


Announces New Monthly 


Bedding and Upholstering Review 
a new monthly trade magazine, will 
be published Oct. 15, Arthur J. Ort- 
ner, founder and head of Bedding 
Manufacturers Board of Trade, and 
executive secretary of Bedding Manu- 
facturers Credit Association, New 
York, has announced, 


350 


—'‘New auto tag sales 
show where the money 
is — yesterday we sold 
350 tags for new cars, 
nearly all in the South 
Georgia tobacco  sec- 
tion,” says Georgia mo- 
tor license bureau; ‘and 
next we'll hear from cot- 
ton.”” Get yours—by ad- 
vertising now in 


MACON 


GEORGIA 
TELEGRAPH 
and NEWS 


Representatives: 
THE BRANHAM COMPANY 
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ber THE COUNTRY HOME OFFERS A DIRECT 
use 

ace | CONNECTION WITH FARM MARKET “A” 
he 

‘im HAT HUM you hear on the line you a trunk line connection to Reserve yourself a place on The 
rt- ! 

ne . this fall means farmers are busy America’s A farms because of two Country Home’s switchboard! You'll 


cashing in. For American Farmers will 


earn nearly ten billion dollars in 1937— 


basic policies. 


find your calls going through to good 


prospects—potential customers! 


First, Country Home “‘linesmen” just 
don’t contact B, C and D farms in their 


Four-fifths of that vast wealth is  circulation-building. 


the best in seven years! 


FARM MARKET A 


Eighty per cent of the national farm income is earned 
by farmers living in Farm Market A .. . the rich 
35 per cent who operate their farms 
20% on a business-like basis. The Coun- 
of the fare try Home blankets this market . . . 
avoids the rural slums. Yet The 
Country Home gives you the lowest 
advertising rate in the entire agri- 
cultural field! 


dD ANE SRC ABR! ERC Ae 


bein rned—and will b nt—by , 
my 8 ee "i ‘ * lit y Second, and even more important, 
t A. Becaus in ' ‘ 
sian — _ ane ; The Country Home’s editors do their 
bs ’ farming depends more on the size of , ‘ ' 
: _ _ q ' own selecting . . . build a magazine 
t than on t i - : ball 
ee see © size OF loca that is first with important farm news 


tion of the farm! : 
oe CS ee Saree —and first in the homes of Farm 


The Country Home Magazine gives Market A. 


Country Home Magazine 


OF FARM MARKETA 


* 


; MORE THAN 1,500,000 CIRCULATION .. . LARGEST R.F.D. CIRCULATION IN THE WORLD 


THE CROWELL PUBLISHING COMPANY + SPRINGFIELD, OHIO «+ PUBLISHERS: COLLIER'S + WOMAN’S HOME COMPANION + THE AMERICAN MAGAZINE + THE COUNTRY HOME MAGAZINE 
Copr. 1987, The Crowell! Publishing Co. 
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September 6, 1937 


Court Bars ‘Lookout’ 


Broadcast of Fights 


New York, Sept. 1A behind-the- 
scenes drama, of vital import to ad- 
vertisers but unknown to the mil- 
lions who heard the Buick-sponsored 
Louis-Farr broadcast here, reached 
its climax a few minutes before the 
men entered the ring when Supreme 
Court Justice Ferdinand S. Pecora 
handed down a decision restraining 
Transradio Press Service and Radio 
News, Inc., from broadcasting a 
blow-by-blow account of the fight, ex- 
clusive rights to which had been 
purchased by Buick from the Na- 
tional Broadcasting Company through 
Arthur Knudner, Inc., at a reported 
price of $35,000. 

The decision created a precedent 
in New York courts whereby the 
property rights involved in an au- 
thorized radio broadcast were clearly 
established. 


Make Broadcast Exclusive 


Application for the injunction had 
been filed by the Twentieth Century 
Sporting Club, promoter of the fight, 
NBC, Louis, Farr, and the agency, 
who asked that no simultaneous ac- 
counts of the event to be broadcast 


be permitted on stations not on the 
NBC Red and Blue networks. 

At a hearing, I. W. Digges, Trans- 
radio attorney, showed Judge Pe- 
cora the methods Transradio planned 
to use to cover the fight, which in- 
cluded the use of tips from the ring- 
side and lookouts stationed outside 
the Yankee Stadium, but in view of 
the ring. 

In his decision, Justice Pecora 
said, “Ordinarily such action would 
constitute unlawful appropriation of 
the exclusive property rights of the 
plaintiffs under the circum- 
stances the court cannot readily 
draw any conclusion other than that 
the plan by the defendants cannot 
be utilized without an unlawful ap- 
propriation of the substance of the 
plaintiff's broadcast.” 

Under the ruling, summaries and 
bulletins after the fight were per- 
mitted, but nothing went out during 
the course of the event. 


Risley with Wallace 


Robert Risley has joined Don Wal- 
lace, Photography, Chicago. 


SHOLTY STRESSES 
COPY POWER AS 
DESIRE BUILDER 


Hotpoint Conference Told 
Need for Consistency 


Chicago, Sept. 2.—Picturing adver- 
tising as the motivating force back 
of a tremendous increase in major 
wants of the average woman, L. J 
Sholty, vice-president of Maxon, Inc., 
in an address to the Hotpoint Home 
Service Conference yesterday, em- 
phasized the need for consistent pro- 
motional effort by manufacturers to 
maintain this increase and the direct 
bearing of such advertising upon all 
phases of the home economics pro- 
fession. 

This year’s conference, the sixth 
under the sponsorship of the Edison 
General Electric Appliance Com- 
pany, maker of the Hotpoint line, 
was attended by more than 250 pub- 
lic utility home economists and home 


“WE LIKE YOUR GRAVURE 


RECOMMENDATION, BILL... 
Why haven’t | heard about this before?” 


“Because, Frank, the complete Gravure Story has only just been 


written. 


That new Southern Group—” 


“I see, Bill. Those five Gravure Service Groups and the Metropoli- 
tan unit give me a new conception of what NATIONAL advertis- 
ing really means. TWELVE AND ONE-QUARTER MILLION, 


forty-three newspapers, sure there’s no mistake, Bill?” 


“Can't be. 


coverage. 


And the circulation is concentrated in thirty-nine key 
markets, North, East, South and West, exactly where we want 
Your sales department told me you would do about 


eighty-five percent of your business in these markets this year.” 


“Say, Bill that means fifty million readers, a whole Empire by 
Another thing, that includes thousands of our dealers, 
If those fellows read anything, 


themselves. 


salesmen and prospective dealers. 


it's probably—”’ 


“A Sunday newspaper, and especially the Gravure Section. Remem- 
By the way, next time you’re here I'd 
like to have Gravure Service give you their new angle on how much 


ber those Gallup Surveys? 


men and women ‘noters’ cost per thousand.” 


“All right, Bill. 


the backbone of our campaign. 
or else you play a beautiful customer’s game.” 


Take a tip from Bill. 


campaign. 


GRAVURE SERVICE CORP. 


In the meantime requisition your copy department 
to get busy. Think we can well afford to make the gravure groups 
I still think you’re a lousy golfer 


Click! 


Write, wire or ‘phone Gravure Service Cor- 
poration for surprising facts about the real economy of a gravure 


420 LEXINGTON AVENUE, NEW YORK CITY 


360 N. Michigan Avenue, Chicago, Ill. . . 
Mich. Chronicle Building, 5th and Mission Streets, San Francisco, Calif. 


. General Motors Building, Detroit, 


MIDWEST 
GRAVURE GROUP 


CINCINNATI ENQUIRER 
DENVER POST 
DES MOINES REGISTER 
DETROIT FREE PRESS 
INDIANAPOLIS STAR 
KANSAS CITY JOURNAL-POST 
LOUISVILLE COURIER- 
JOURNAL 


MILWAUKEE JOURNAL 
MINNEAPOLIS TRIBUNE 
OMAHA WORLD-HERALD 

ST. PAUL PIONEER PRESS 
TOLEDO TIMES 


CIRCULATION . 2-321,891 
LINE RATE $5.70 


ee 


EMPIRE STATE 
GRAVURE GROUP 


BUFFALO COURIER-EXPRESS 
NEW YORK HERALD 
TRIBUNE 


ROCHESTER DEMOCRAT & 
CHRONICL 
SYRACUSE POST-STANDARD 


*Syracuse Herald is available, as 
an additional or alternative news- 
paper in Syracuse. The Group 
rate with both Syracuse newspa- 
pers is $2.10. 


Scranton Scrantonian also avail- 
able as optional member. Group 
rate, one Syracuse paper, $2.05; 
two Syracuse papers, $2.25. 


CIRCULATION ...821,856 
LINE RATE $1.90 


NEW ENGLAND 
GRAVURE GROUP 


BOSTON HERALD 
HARTFORD COURANT 
PROVIDENCE JOURNAL 
SPRINGFIELD UNION 


REPUBLICAN 
CIRCULATION...... 392,132 
LINE RATG............ $1.30 


PACIFIC COAST 
GRAVURE GROUP 


LOS ANGELES TIMES 
PORTLAND JOURNAL 
SAN FRANCISCO CHRONICLE 
SEATTLE TIMES 


CIRCULATION...... 795,922 
SINE BATE............ $2.05 
SOUTHERN 


GRAVURE GROUP 


ATLANTA JOURNAL 
BIRMINGHAM NEWS & AGE. 
HERALD 
DALLAS NEWS 
FORT WORTH STAR- 
TELEGRAM 
HOUSTON CHRONICLE 
KNOXVILLE NEWS-SENTINEL 
MEMPHIS COMMERCIAL 
APPEAL 


PP 
NEW ORLEANS ITEM- 
TRIBUNE 


LINE RATE 


LIP SERVICE 


This Lucretia Vanderbilt display, with 

enough room to hold 15 lipsticks, gets 

unusual effect from an electric flasher 

focused on the girl's lips. The display, 

prominently showing the price, will soon 
be released. 


service workers from all sections of 
the country. Sessions devoted to 
each division of the Hotpoint line 
featured new techniques in selling 
demonstrations, and emphasized the 
methods for best presentation of the 
improvements in the various appli- 
ances. Also on the program, in ad- 
dition to company executives, were 
members of the home economics de- 
partments of several national wo- 
men’s magazines. Mary Lowell 
Schwin, Hotpoint home economics 
director, was chairman of the con- 
ference, 


1,794 Buying Desires 


“Advertising has given the present 
day woman 1,794 buying desires as 
compared with 94 for her grand- 
mother,” Mr. Sholty told the con- 
ference session devoted to national 
advertising. 

“The advertising of competitors 
has spurred manufacturers to im- 
prove their products. Advertising 
has widened the horizon of millions 
of American homemakers and has 
made them want to know more about 
homemaking and less about house- 
keeping. It has made women dis- 
satisfied with the slavish, costly 
equipment of older days.” 

Mr. Sholty cited as an interesting 
commentary on promotional power 
the sales contrast between electric 
refrigeraiors and electric ironers. He 
recalled that in 1921, when the elec- 
tric refrigerator was first intro- 
duced, its average price was $550 in 
comparison with a 1936 average of 
$164, with installations in a big per- 
centage of dwelling places. While 
the electric ironer was introduced in 
1908, considerably before the refrig- 
erator, it appeared last year in no 
more than 5 per cent of wired homes. 


Must Maintain Copy 


Significant here, according to Mr. 
Sholty, is that the ironer has never 
been backed by a real national adver- 
tising campaign, as has the refrig- 
erator. 

“The job of advertising is never 
done,” he declared. ‘New families 
come into the market every day and 
our population increases at the rate 
of a million a year. Fifty per cent 
of the present population was less 
than 10 years old when the armis- 
tice was signed. 

“The world war is ancient history 
to them. So is the advertiser who 
stopped advertising because he fig- 
ured that he had his market sold at 
that time. 

“By multiplying the wants which it 
creates and helping manufacturers 
to get into mass production advertis- 
ing indirectly creates need for more 
people like you and me to satisfy the 
wants.” 


Demonstrate Cooking School 


Another feature of the session ad- 
dressed by Mr. Sholty was a two- 
phase presentation of cooking school 
demonstration, conducted by the Hot- 
point home economic staff. 

The first phase outlined the proper 
method for conducting a cooking 
school in which emphasis was placed 
upon the food products; the second 
was one in which appliances, rather 
than products, were stressed. In 
both of these, credit was given to 
the importance of sufficient prelimi- 


The Lowly ia 
Gets Dignity of 
National Drive 


New York, Aug. 31. — “Built-up” 
heels for "women’s shoes are now be. 
ing promoted nationally by leading 
leather manufacturers, with a cam. 
paign under the sponsorship of the 
National Leather Fibre Conference, 
Boston. Although the leather or. 
ganization has been in existence for 
several years, this is the first time 
that it has launched an advertising 
project. 

At present the drive is confined 
to space in three business pub- 
lications, augmented by a salesman’s 
booklet. Emphasis is placed upon 
the education of the salesman, who 
is taught the advantages of the 
“built-up” heel, which is composed 
of a series of layers or lifts, which 
distribute the impact, and cushion 
the shock of walking. 

There is little possibility of a con- 
sumer campaign, Ames & Norr, 
agency in charge, said today. 


nary newspaper copy and other pro- 
motional material in procuring a 
wide consumer audience, 


Women’s Magazines Represented 


Katharine Fisher, director, Good 
Housekeeping Institute, spoke on 
“The Coronation” at a _ luncheon 
session, while Helen E. Ridley, also 
of Good Housekeeping, outlined the 
work of the institute at another ses. 
sion in an address, “What Tested 
and Approved Really Means.” 

Other women’s magazine repre- 
sentatives at the conference were 
Edna Van Horn, Better Homes and 
Gardens, who spoke on the use of the 
cook book prepared by the maga- 
zine; Faye Hamilton, McCall’s, 
whose subject was “Public Interest 
in Refrigeration,” and Grace Pen- 
nock, Ladies’ Home Journal, on 
“Reasons Why” at the session on 
kitchen design. 


L. A. Gliatto, manager, kitchen 


design division, was chairman of | 


this latter session. His address is 
reported on Page 14 in this issue. 

In “Showmanship on the Air,” 
Eleanor Howe, Harvey & Howe, Inc., 
home economics consultants, gave a 
demonstration of the method she 
has utilized in radio “cooking school” 
broadcasts. In this 15-minute one- 
woman show, Miss Howe’s continu- 
ity carries her through the actual 
baking of a cake. Balancing the ap- 
peal to the housewife were the in- 
terwoven comments of Louis Roen, 
NBC announcer, who assisted her in 
presenting the masculine point of 
view on the operation. 


Alexander Gets Detroit 


Milton Alexander Company, De- 
troit. has been appointed by the city 
of Detroit to handle an advertising 
campaign to collect delinquent taxes. 
The appropriation calls for $13,000. 
Newspapers, radio, posters, circulars 
and motion picture trailers will be 
used, 


FACTS FOR 
SPACE BUYERS 


84.5% VOLUNTARY 
CIRCULATION! 
No tricks, no contests 
CASH NEWSSTAND 
SALES! 


Ask for the FACTS! 


SCREENLAND 
UNIT 


45 West 45th St.. New York City 
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Canadian Magazine °¢ 


CANADA... 


HERE IS A MARKET of over 11,000,000 people... 
who do the things we do, live the way we live, and 
who buy the things we buy. 


They live and love, bring up children, follow the ticker- 
tape, the news of the world, the political situations . . . 
they are prosperous, able to buy, and ready to spend. 


IN CANADA, THERE ARE 


Total families 2,266,724 
Auto Registrations—Passenger 1,036,374 | 
Commercial . 186,120 | 
Telephones 923,578 
Wired Homes ens 1,397,153 
Owner Occupied Homes. . . . 1,362,896 
English Reading Owned-Occupied 
Homes (Urban) 867,035 
Total Circulation of this Group of Magazines 1,029,205 


EVERY MANUFACTURER who seeks increased sales, 
national distribution has before him 
His introduction 


more outlets, 
in Canada a Land of Opportunity. 
to this land, his continuing friendly relationships 
with its people, can be accomplished best through 
the medium of the national magazines of Canada. 


LAND OF OPPORTUNITY 


MANY OF THOSE who are, 
today, the 
Canada, 


grow, their products become 


most successful in 


CANADAS MAGAZINES 


have seen their sales 


nationally and internationally 
accepted merchandise through the 


\ G 
SELL CANADIANS 


use of Canada’s national maga- 
backbone of their 
advertising. In these magazines, your sales message 
has free and friendly entry into thousands of “able- 
to-buy” homes . . . direct, sales-producing access to 


zines as the 


the most active buyers of Canada. 


THE NATIONAL MAGAZINES of Canada have an 
aggregate circulation of 1,029,205, thus reaching more 
than | out of every 2 English speaking Canadian homes. 
And magazine subscribers generally have greater than 
average purchasing power, with greater leisure to read. 


IN THESE NATIONAL MAGAZINES, therefore. 
you have a way into this national market, a way that 
has proved itself to Canada’s most successful adver- 
tisers . . . a way that will prove, profitably, to you 
that Canada is a “Land of Sales Opportunities”. 


Canadian Home Journal ¢ Chatelaine 
National Home Monthly  Maclean’s Magazine 


NATIONAL COVERAGE FROM SEA TO SEA 
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New Machine Cuts Cost 
of Operating by Third 

International Business Machines 
Corporation, New York, has an- 
nounced a new all-electric writing 
machine designed for producing re- 
verse master copies used in liquid 
hectograph duplicating machines. It 
effects savings over previous meth- 
ods of 33 per cent to 75 per cent in 
operating costs, it was stated. 

The machine produces duplicate 
copies directly from a master sheet 
prepared in a typewriter by writing 
on it in reverse. The machine will 
be known as the International Elec. 
tric Hekto-Writer. 


Increases Budget 25% 


Cornell-Dubilier Electric Corpora- 
tion, South Plainfield, N. J., will in- 
crease its advertising appropriation 
25 per cent, Leon L. Adelman, ad- 
vertising manager, has announced. 
Larger units of space in radio, elec- 
trical and utility trade papers, as 
well as dealer and jobber point-of- 
sale helps and displays will be used. 
The account is handled by Reiss Ad- 
vertising, Inc., New York. 


Guild Adds Maguire 


Display Guild, New York, has 
added Robert H. Maguire to its staff 
as art director in charge of exhibit 
designing. Mr. Maguire was for- 
merly chief designer for Jenter Ex- 


hibits, Inc., New York. 


Carpet and Rug 
Makers Outline 


1937-38 Plans 


New York, Aug. 31.— The carpet 
in- 


and rug industry showed an 
creased sales volume for the year ot 
approximately 20 per cent, the In- 
stitute of Carpet Manufacturers of 
America, reported last week as a 
new year’s promotional campaign 
was outlined by the association’s 
agency, Byron G. Moon Company. 

Given impetus from the co-opera- 
tive measures undertaken by the In- 
stitute, carpet manufacturers and 
dealers greatly increased their in- 
dividual advertising efforts, it was 
said, while at the same time the 
emphasis placed by the Institute 
upon style rather than upon price 
during the year resulted in the pro- 
duction of better quality goods by 
the mills generally. 

The new campaign was opened this 
week by the conducting of Preview 
Style expositions by stores through- 
out the country and will be followed 
up by similar Fall Style expositions 
scheduled to be held Sept. 24-Oct. 16. 
The preview shows are to display 
new merchandise not yet stocked, 
with the samples arranged in a deco- 


meat-packing center. 
means 


farmers. 


HURNED gold... forty million 

pounds a year! Omaha leads 
the world in butter production; ranks 
high as a corn and wheat outlet: 
stands second in the nation as a 
All of which 
millions of dollars in the 
pockets of wise-buying Nebriowa* 


radio capital 


and parts of four 


GRAHAM PROMOTERS 


Storrs J. Case (right), formerly with 
Nash-Kelvinator, has been named adver- 
tising and sales promotion director, Gra- 


ham-Paige Motors Corporation. R. B. 

Blanchard, acting advertising manager, 

has been appointed sales promotion 
manager. 


rative manner in connection with re- 
tail furniture events. More heavily 
advertised, however, are the exposi- 
tions of the second type, which, it 


placing of nearly 1,000,000 lines of 
retail advertising, much of it in spe- 
cial sections containing editorial and 
feature matter supplied to newspa- 
pers by the Institute. It is expected 
that 500 newspapers will utilize 
these home furnishing sections this 
year as compared to the approximate- 
ly 200 which used them last year. 


RIGHT TO FIX 
-JOBBER PRICES 
~ GLENMORE ISSUE 


Chicago, Sept. 2.—While the right 
of owners of trade-marked products 
to fix minimum retail prices under 
the Illinois fair trade act has been 
upheld on several occasions by the 
courts, the first case involving their 
ability to do likewise with wholesale 
prices was being tested this week in 
a state court here. 

The plaintiff is Glenmore Distil- 
leries Company, Louisville, Ky., and 
the defendant, Roosevelt Liquors, 
|Ine., a jobber. Glenmore distributes 
almost exclusively through whole- 
salers. 


|in the middle of its dissertation. 
The proceedings have developed 
the fact, which may or may not 
prove significant, that the Tydings- 
Miller bill, as passed by Congress 
and signed by the President, differs 
|/in one respect from the language 
generally used in state fair trade 
acts. The latter contain the phrase, 
|“*sale or resale,” while the former 
luses only the word “resale.” 
| In contrast with manufacturers of 
dustry is a unit in its desire to estab- 
lish minimum retail prices. Every 
|important company in the field has 


‘filed price schedules under the Tlie | 


The distilling company has |} 
is estimated, resulted last fall in the! closed its case and the defense is | 


\grocery products, the distilling in-} 
| 


—— 


Price Tag Bars _ 
Idle Inquiry on 
Promotion Book 


Chicago, Sept. 1—A price tag of 
25 cents will be placed on a 100-page 
book of Mastercraft home plans and 
specifications soon to be issued, it wag 
disclosed today. This provision, de. 
signed to keep out idle inquiry in the 
co-operative home building promo. 
tion, is the latest development in the 
eight year campaign by the Associa- 
tion of Mastercraft Home Builders. 

The organization embraces builders 
who subscribe to use of standardized 
specifications and nationally adver- 
tised building materials and the mo- 
tivation was to present a form 
of “packaged homes” which might in- 
spire prospective owners’ confidence 
in the home building plans on the 
basis of the products to be contained 
therein. The consumer promotion of 
the plan throughout the Chicago su- 
burban area was sponsored by the 
Chicago Elevated Advertising Com- 
pany. 


Create Consumer Confidence 


“We conceived the idea,” said B. 
W. Castle, sales executive of the com- 
pany, “that if the prospective home 
owner could be sold enough confi- 
dence in a certain ‘brand’ of home, 
and be relieved of worry as to just 
what he was buying in the way of lo- 
cation, building materials, and con- 
struction methods, a lot of sales 
would result.” 

In less than two years, he pointed 


*NEBRIOWA: Eastern NEBRaska, 


One of Nebraska's most productive dairy cows is Johanna Tidy Vale 
Lady. of Ackerhurst Farms. Her butter production for 1936: 683 pounds. 


Added PROOF, we call 
Nebriowa is a fertile trade territory, 
prime for a harvest by alert adver- 
tisers. Reach the 664,048 families in 
rural and urban Nebriowa through 
their favorite radio station. 
business capital is Omaha: their 


it, that 


Their 
is WOW! 


western IOWA, 
other states: Missouri, Kansas, 


Minnesota and South Dakota. 


590 KC 
John Gillin, Jr., Mgr. 


York, Chicago, Detroit, San 


5,000 Watts 


ON THE NBC RED NETWORK 
JOHN BLAIR CO., Representatives—New 


Francisco 


WOW 


OMAHA, NEBRASKA 


Owned and Operated by the Woodmen of the World 
Life Insurance Society 


COVERS THE NATION'S MARKET BASKET! 


|nois fair trade act. 
| Grocers Are Indifferent 
Despite the exhortations of gro- 
|cery association secretaries, retailers 
jin that field are reported to be gen- 
'erally indifferent to the alleged op- 
portunities held out under the IIli- 
nois fair trade act. Only two manu- 
fucturers distributing through gro- 
ceries have established minimum 
prices. They are Kraft-Phenix 
Cheese Corporation and Wander 
Company, manufacturer of Ovaltine. 
The former has confined price main- 
tenance to some of its less impor- 
tant lines, in view of the lack of en- 
|thusiasm among retailers. 

| The retailers take the view that 
there is a vast difference between 
diug products, bought occasionall¥, 
and foods, a daily necessity. In close 


!contact with their trade, Chicago re- | 


|tailers are said to have been im- 
|pressed with the sales resistance 
generated by high prices and have 
|no desire to add fuel to the flames. 
| All of this, however, does not apply 
to the National Association of Re- 
tail Grocers, which has high hopes 
of enlisting a large number of man- 
/ufacturers under the fair trade ban- 
| ner, 
Set Retail Prices 


The list of distillers who have filed 
minimum prices under the _ Illinois 
fair trade act, in most cases for their 
complete line, includes such giants 
| ot the industry as Alex D. Shaw 
|Company, American 
pany. Browne Vintners Company, 
|Calvert-Maryland Distilling Com- 
|; pany, Canada Dry Ginger Ale, Ince., 
Century Distilling Company, Conti- 
nental Distilling Corporation, Fleisch- 
/mann Distilling Corporation, Frank- 
|fort Distilleries Company, Glenmore 
| Distilleries Company, Gooderham & 
| Worts, Ltd., Hiram Walker & Sons, 
|Many, Blane & Co., Nations! Distil- 
jlers Products Corporation, National 
| Distilling Company, Oldtyme Distil- 
|lers, Inec., Paramount Distillers, Inc., 
/Park & Tilford, Schenley Products 
Company, Joseph E. Seagram & 
Sons, Somerset Importers, Ltd., 
Wakem & Whipple, William Jameson 
& Co., Ltd., the Wine and Spirit Di- 
vision of College Inn Products Com- 
pany, and others. 

Through their missionary men and 
|salesmen, distillers have been able 
|to police the industry so thoroughly 
that cut-rate advertising of liquors 
has virtually disappeared from news- 
papers. The only remaining problem 
to check cut prices in over-the- 
;counter sales, where a canny cus- 
tomer is sometimes able to secure a 
j;low price, particularly if he is one 


lis 


jot the regular patrons of the store, | 


Distilling Com- 


| out, 15,000 inquiries were produced 
|from prospective home owners 
| through this plan, and approximately 
| 700 Mastercraft homes, with a total 
| value of $9,000,000, were built. 

The full plan entails organization 
| of the operative builders who agree 
| to use only nationally advertised ma- 
| terials accepted as standard by the 
merchandising committee of the as- 
sociation. These manufacturers, in 
turn, sponsor the advertising on su- 
burban trains covering a 50 mile 
radius of Chicago where the Master- 
craft homes are being built, devoting 
half the space to their own products 
and the other half to one of the Mas- 
tercraft builders. 


| Gets Shirt-Master 


Croydon Advertising Agency, Inc., 
New York, has been retained by 
| Martin Freedman, New York, to 
handle the marketing and advertis- 
ing of Shirt-Master. A_ tentative 
schedule calls for the use of Esquire, 
New York News, Women’s Wear 
| Daily, and direct mail. Saul Kempf 
/is in charge of the account. 


Bankers Life to Millhaem 


Bankers Life Company, Des 
Moines, Ia., has appointed W. H. 
Millhaem Company, Des Moines, to 
handle its local newspaper advertis- 
ing. 


| Buchen Gets Gypsum 

The United States Gypsum Com- 
\pany, Chicago, has appointed the 
Buchen Company, Chicago, as adver- 
tising counsel, effective Jan. 1, 1938. 


Copy That 
Cuts Corners 


—goes straight to 
the point . . . and 
knows when to stop 
talking. Heart-to- 
Heart Hook-ups in 
25 words or less 


THE 25-WORD MAN 


Box 1178. care of Advertising Age 
Ten 25-word Ads for $75 
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RETAILERS TAKE 
LAST PRICE’ FOR 
SALE COMPARISON 


New Orleans, Sept. 1—More than 
30 New Orleans retailers last week 
agreed to abide by advertising stan- 
dards drawn up by the New Orleans 
Better Business Bureau and ap- 
proved by the Advertising Club of 
New Orleans, in mentioning com- 
parative prices and values in retail 
advertising. 

When comparative prices are ad- 
yertised, retailers agree that the 
price to which a special sale price 
is compared shall represent the price 
at which the identical article was 
sold in the advertiser’s store imme- 
diately preceding the reduction to 
the new advertised price. If mer- 
chandise has been marked down 
more than once, the extra mark- 
down prices may be included, if de- 
sired, but the last price at which 
merchandise was marked must al- 
ways be shown. 

If the words “former price” or 
“formerly” are used, they must de 
scribe the last price in effect in the 
advertiser’s store immediately  be- 
fore the sale. The terms “origin- 
ally” and “original price” describe 
the first price at which the merchan- 
dise was offered in the advertiser’s 
store during the current’ season. 
Comparative values may be used to 
describe an article which is claimed 
to have an intrinsic value in excess 
of the selling price. 


Other Stores Contrast 


The “value” is determined by pres- 
ent buying power and need not be 
confused with any previous. price 
quotations. However, the advertiser 
must justify his statement that mer- 
chandise is a $3 value, for example, 
on sale at $2, by being able to prove 
that the same or similar articles 
were priced at other stores on the 
day prior._to his sale at a figure 
approximating $3. 

When the “regular price’ is men- 
tioned in advertising a sale price, 
the advertiser must mean the price 
at which the goods was sold prior 
to the present sale and the _ price 
to which he will revert after the 
completion of the sale. 

In cases where the words “up to” 
are used, or when “$25 to $35 suits” 
are advertised “for $22.50,” at least 
15 per cent of the total lot of mer- 
chandise included in the sale must 
be of the maximum figure quoted. 

When merchandise is_ specially 
purchased and there is no similar 
merchandise on sale in the city to 
establish a standard of comparison, 
advertising, under the standards 
drawn up, should convey the impres- 
sion that the quoted comparison is 
an expression of opinion as to the 
value of the merchandise rather than 
a locally-established price. 

The adopted fair practice stand- 
ards apply to all types of advertis- 
ing and must also be observed by 
leased departments operating within 
stores signing the agreement. 


Canadian Affiliation 


Extends Ross Research 
Ross Federal Research Corpora: 
tion, New York, has announced its 
affiliation with the Market Research 
Division, Might Directories Ltd., 
Toronto, and an association of for- 
flgn research companies, extending 
its marketing research facilities to 
' foreign countries. 


—— 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re- 
ailers who sell seed and other hortiontturs! 
and agricultural items to 41,000,000 farmer 
and suburbanite customers. 
he will gladly give you an im saslvele of this 

held as it applies to your business. 


SEED WORLD 


Published every other Friday 


Six Bus Companies 


Name Ferry-Hanly 
Ferry-Hanly Company, Chicago, 
has been appointed to handle the 
advertising of Santa Fe Trailways, 
Wichita, Kan.; Missouri, Kansas & 
Oklahoma Trailways, Tulsa, Okla.; 
Southern Kansas Greyhound Lines, 
Kansas City; Safeway Trailways, 
New York; National Trailways Bus 
Depot, Chicago, and Southern Kan- 
sas Stage Lines, Wichita. 

— M. Farrell is account execu- 
tive. 


Joins “Tulsa Tribune” 


E. L. Cartlidge, formerly advertis- 
ing manager of the Enterprise, Bart- 
lesville, Okla., has joined the adver- 
tising staff of the Tulsa Tribune. 


Communists to 
Ask Funds for 
2 Newspapers 


New York, Sept. 1—Boasting ex- 
period when many old, established 
newspapers are beginning to curtail 
their operations,” the Communist 
party has launched a campaign to 
raise $500,000, a substantial part of 
which will be used to start daily 
newspapers in Chicago and San Fran- 
cisco. The new dailies are to be 
patterned after the Daily Worker, 
now published in New York, and 


| publication by the party 
pansion of its daily press “during a| 


are scheduled to be launched Jan. 1. 
Earl Browder, general secretary. 
estimated that the communists now 
have about a million sympathizers 
in the United States, “about half of 
whom can be expected to make finan- 
cial contributions to our publishing 
enterprises.” He called attention to 
of nine 
daily newspapers “in foreign lan- 
guages spoken by Americans,” and 
of some 20 weekly and bi-weekly 
newspapers and asserted that the 
decision to add to the number of 
English dailies reflected the growth 
of the Communist party among 
Anglo-Saxon workers and farmers. 
Of the funds to be raised, $90,000 
will go to the present Daily Worker, 
$65,000 to start the Chicago news- 


paper, and $35,000 to change the 
present semi-weekly Western Worker 
into a daily. 

The remainder of the half-million 
will be allocated to election cam- 
paigning, to party training schools, 
and to a campaign for new mem 
bers. A considerable portion of the 
money allocated to these purposes 
will be spent for radio time to pre- 
sent the communist position on cur- 
rent political and social issues. The 
first national broadcast of this sort 
was given over the Blue network of 
the National Broadcasting Company 
today by Mr. Browder. 


Cole in New Post 


Roland Cole has joined Modern 


Packaging as associate editor. 


MICH. | OHIO | PENN. 


] 


Number of farms with buildings 
valued at $500 or over. 


Wh, 


Estimated electrification dur- 
ing 1937. 
% electrification, December 31, 


wVe 


equipment. 


223 W. Jackson Blvd. Chicago, Ill. 


electrified farms — 14 


Michigan, Ohio and Pennsylvania 
farmers are in the market for 
$43,000,000 worth of electrical 


...To Electrical Equipment Manufacturers: 300,000 
of the nation’s total — will be located 
in the high farm income states of Michigan, Ohio and Penn- 
sylvania at the end of 1937. Your advertising in Pennsylvania 
Farmer, Michigan Farmer and The Ohio Farmer will reach 
80 per cent of these electrified farms—-a market for 
$43,000,000 worth of electrical home and farm equipment.* 
..- To All Other Manufacturers: No other index more 
reliably shows the high buying power of Michigan, Ohio and 
Pennsylvania farmers than the high percentage of farms 
electrified. Farms without a high steady income cannot afford 
electrification. Farmers in these three states will receive in 
1937 a gross income of more than $800,000,000 — close to 
one-tenth of the total national farm income. Speak for 
your share of sales — effectively and at low cost — through 
advertising in the three state farm papers that can deliver 
your sales message to this buying audience. 


*Ask your Capper Farm Press representative for copy 
of survey showing the volume of appliances farmers will 


buy, or write to the units of Capper Farm Press listed below. 


OF THE. AUECIAIRIER. FARMS 


IN MICHIGAN, 


et . oc 


Nearly 100,000 new farm connec- 
tions during 1937 demonstrate 
that 


buying power in “the 3 


make 4.” 


OHIO AND PENNSYLVANIA 
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Wallace Layout Tips 
Reader to Tip Pages 


To the Editor: Knowing you are 
interested in ingenious and new ways 
that advertisers employ in their lay- 
out to “get over” sales points, we 
eall your attention to the advertise- 
ment of R. Wallace & Sons Mfg. 
Company which is to apear in the 
October Ladies’ Home Journal. 

On the first page you see what ap- 
pears to be a regular Wallace two 
column advertisement. Wallace has 
a line of plate with sterling silver 
inserted at the points of wear called 
Silver-Shod. It has always been a 
problem to dramatize sufficiently 
this sales story so that the average 
consumer knows just what it is. In 
this Wallace advertisement toward 
the bottom, read the paragraph be. 
ginning—“If you want to know the 
difference ’ then turn the page 
and see how the company has 
handled its Silver-Shod idea. 

On turning the page it is obvious 
that it has made clear the Silver- 
Shod idea and yet the column on 
the second page is in itself a com- 
plete advertisement without refer- 
ence to the two column advertise- 
ment on the preceding page. 

Curtiss S. JOHNSON, 

Advertising Department, The 

Curtis Publishing Company, New 

York. 
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Comments on Cigarette 
Scene Sans Cigarette 


To the Editor: The photograph on 
the second page of your Aug. 23 
issue, showing the Axton-Fisher To- 
bacco Company officials signing the 
fair trade practice contract for re- 
sale prices of the Zephyr cigarettes 
runs true to form, in that there is 
not a single cigarette in the picture, 
while one of the officials has a cigar 
in his hand and another cigar is on 
the tray in front of the official sign- 
ing the contract. 


They certainly are a bright lot of 
advertising men. Perhaps they are 
like the brewers who are teetotalers 
personally, but who want others to 
drink beer. If the Zephyr cigarettes 
are worth smoking, surely the own- 
ers ought to set the example by 
smoking them themselves. 


FRANK MCCABE, 
Brooklyn. 


, > 


Double Copy Credit For 
Making Fur Fly Early 


To the Editor: The article ““‘Women 
Explain Why They Buy Furs in Au- 
gust” in a recent issue of ADVERTIS- 
ING AGE gave credit to the power of 
advertising “‘to create a demand for 
unseasonable merchandise during a 
normally slack business season.” 

In this early promotion of furs— 
earlier this year than ever before— 
there was a contributing factor of 
decided value—air conditioning. As 
a matter of fact, many of the first 
fur showings were staged in July 


and were made possible only by air | 


conditioning. In cases where back- 
ward dealers have not yet installed 
such equipment, they were forced 
into competitive showings by the an 
nouncement of displays to be made 
by dealers who already had equipped 
their showrooms. 

A recent Dun & Bradstreet review 
stated that the fur trade had a “con- 
tra-seasonal upward trend” in July. 
However, I suppose that advertising 
should get all the credit, because 
after all, it was advertising that told 
the women about air conditioning as 
well as the new styles in furs that 
could be seen for the first time in 
July—-not August. 


WILLIAM SHaw, 
Publicity Representative, Air 
Conditioning Manufacturers As- 
sociation, Chicago. 


This department is a reader’s forum. 
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NEW UNITS 
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THE ONE FOR WHOM 


AA NellaceS doer Shod 


IS DESIGNED! 


TT 08 FOR You THAT Watlere Silver Shod 18 DESIGNED 


YOU WANT TO KNOW THE 
DIFERRENCE BETWEEN 
\. hace Sitrer Si. ald 
AND ORDINARY PLATE 
. JUST TURN THE PACE 


AND LOOK AT THE BACK OF THIS SPOON 
THERE Is A PLUS DIPPERENCK BETWEEN 


Wad lace Neder Ved 


AND ORDINARY SILVER PLATE 
WALLACE SILVERSMITHS © WALLINGFORD, CONN, 


This two-column copy for Wallace silver- 

ware leads into an additional one column 

on the next page, showing the reverse 
side of the illustrated spoon. 


Agency Man Makes 
Face at Type Faces 

To the Editor: Not so long ago, 
it was quite the thing to razz small 
time printers for “trying to show 
every type face they had in the 
shop” on each job they printed. 

A three-column by seven-inch ad- 
vertisement in ADVERTISING AGE by a 
highly sophisticated advertiser, show- 
ing, as I count them, 10 type faces, 
almost rates “Exhibit A” in recent 
typography. 

HARRY CLATFELTER, 

Harry Clatfelter Advertising, 

Peoria, Il. 

vgy¥seey 


B&O Carried Train 
Broadcast in 1932 


To the Editor: I noticed in a re- 
cent issue of ADVERTISING AGE that in 


a letter to the editor, Norman 
Ross, of National Broadcasting Com- 
pany, claimed that his company had 


the first broadcast from a train. 

It seems that both the L. & N. 
Mr. Ross are mistaken in their 
claims to priority. On Mareh 24, 
1932, the Columbia Broadcasting Sys- 
tem put on the first railroad-radio 
broadcast in America on a B. & O. 
special train between Washington 
and Baltimore. A copy of the April, 
1932, Baltimore and Ohio Magazine 
carried an account of this in detail. 

Ropwert M. VAN SANT, 


and 


Public Relations Director, The 
Baltimore and Ohio Railroad, 
Baltimore, Md. 
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WDZ in Ring on First 


Railroad Broadcast 

To the Editor: 
cent issue has been called to my at- 
tention by several people. I refer t 
your article headed “Six Station: 
Broadcast on Moving Train,” and 
your opening statement in the article. 
“What is heralded as the first broad. 
cast from a moving train... .” 

We would like to call to your at- 
tention that WDZ has been broad. 
casting seven days a week from a 
moving train since Dec. 19, 1936. 
The title of the program in the 
irst instance was “The Man on the 
Train” but now it is conducted by a 
woman and is entitled “The Man’s 


An article in a re- | 


Voice of the Advertiser 


Letters are welcome. 


Wife on the Train.” It is sponsored 
by Shefford Cheese and consists of 
the interview type broadcast. 

This program has been widely pub- 
licized and we would thank you for 
any correction you wish to make. 


CLair B. Hutt, 


Manager, WDZ Broadcasting 
Company, Tuscola, III. 


7, °F 


And More Firsts Ride 
In on Rail Broadcasts 


To the Editor: So the first broad- 
cast made on a moving train was 
made on Aug. 14 and 15, 1937, 
with the exception of the one that 
was made on May 17, 1936. 

Let’s establish a first on this par- 
ticular subject that is truly a first 
unless somebody can come along and 
show a broadcast of this type prior 
to March 27, 1932. I enclose clip- 
pings to substantiate our claim and 
I hold in this office a complete file 
if further proof is necessary for 
any “Doubting Thomases.” 

This was written by Burgess FE. 


Smith in the Rochester American, in 
March, 1932: 

“Fifty thousand dollars is being 
spent on one radio program tonight 
via the Columbia System (WGR for 
Rochester fans, if you prefer) when 
an attempted re-broadcast of Jack 
Denny’s orchestra, Belle Baker’s 
crooning and the shavers’ quartet 
will be heard from a crack express 
train ‘twixt New York and Wash- 
ington. 

“This department, which consist- 
ently has beefed about the lack of 
novelty in radio programs, will 
listen, as will others, as the radio 
act in the WABC studios, is picked 
up by W2XYD, the temporary studio 
on the kitchen of the train’s dining 
room, and rebroadcast over CBS, in- 
cluding W2XGAE and W3XAU, Co- 
lumbia’s regular short wave stations 
in New York and Philadelphia. 

“Just what benefits, if any, this 
broadcast will have on radio, aside 
from a free advertisement for the 
Baltimore & Ohio Railroad (and 
what razor blade company?) and its 
intention to test radio communica- 
tion on varying lines, this corner 
professes no knowledge, but it is to 
be hoped that if the 40 to 70 miles 
an hour broadcast delays the train 
somewhat the announcer won’t sign 


off with ‘that program was a close | 


’ 


shave. 


} 


While this letter is written with g 
selfish motive I also feel sure that 
ADVERTISING AGE is always desiroys 
of reporting facts. 

CHABLES SOLOMON, 

Advertising Manager, American 

Safety Razor Corporation, Brook- 

lyn. 

vw? 


Proffer Market Facts 
From Far Off Lands 


To the Editor: It is possible that 
among your advertisers and business 
associates there are some who would 
be interested in the Australian and 
New Zealand markets. To these we 
offer a comprehensive market report 
on any product or proposition they 
may submit to us. We would like to 
make it clear that no fee or obliga. 
tion whatever is imposed upon any 
company or individual who may 
take advantage of our offer. 

We do not limit the range of prod- 
ucts. Whether or not we are per- 
sonally interested we shall be glad to 
give all the information available 
and, if desired, introduce to repu- 
table companies such propositions ag 
do not come within the scope of our 
activities. 

CHARLES N. FEGAN, 

Manager, Franklin - Netterville 

Company, Sydney, Australia. 


A Pacific Coast Blue Network Station 
Completely Programmed by NBC 


-— landings are the 


rule for advertisers on KGO.This 
popular NBC station, serving a 
population which spends more 
per capita than any other area 
in the country, flies a straight 


course to sales... consistently. 
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Summer Sense 
FOR TRAVELERS: 


“When do we eat?” 


That needn't worry you when you 
travel by train—on the B & O. Eat v hig, 
you like; when you want it—in B & O 
Colonial Dining Cars. Good food at 
reasonable prices—from a sandwich to 
a complete meal. Many conveniences 
make summer travel cool, clean and 
quiet io B & O's air-conditioned Indi- 
vidual Seat Coaches or Pullmans. You 
arrive safely and 


LOW FARES! on-ume. 
2 COACHES 
Be pitts B« 
————o PAA 
Telephone Fas, ot art Comdstvomed 


District 3300 La pPaltimocs. 
s 
National 7370 Chreape, Cloclagsti Lexis 


New newspaper copy for Baltimore & 
Ohio railroad lays major emphasis on the 
road's cuisine. 


CRANE HEATING — 
DRIVE FEATURES 
LOCALIZED COPY 


Chicago, Sept. 1——Localized copy, 
adapted to favor equipment utilizing 
the primary heat source of the area 
in which it appears, will feature the 
expanded newspaper drive launched 
by Crane Company in a concentrated 
six-weeks promotion for its line of 
boiler radiated heating equipment, 
H. H. Simmons, advertising manager, 
disclosed today. 

In outlining the campaign, Mr. 
Simmons said, ‘‘Where coal is the 
favored source of heat, our copy for 
that area will emphasize coal fired 
boilers. In territories where oil or 
gas dominate, the stress in our ad- 
vertising will be appropriately 
shifted.” 

This is the second season in which 
Crane Company has staged an ex- 
tensive consumer drive. Last year 
approximately 50 newspapers were 
used. The current drive will include 
160. The increase, Mr. Simmons said, 
is due “partly to the success which 
we achieved on last year’s campaign 
and partly to the general existence 
of better times.” 

Although adapting its copy to oil, 
gas or coal, as explained by Mr. Sim- 
mons, Crane Company will put the 
major emphasis upon the conve- 
nience and dependability of good 
heating equipment, whatever’ the 
original source, in producing boiler 
radiated heat. The latter term cov- 
ers steam and hot water heating. 

lllustrations will stress the com- 
fort appeal of properly heated homes, 
while another phase of the copy will 
be directed toward the mechanically 
inclined reader who wants to know 
“how and why.” 

Diagrams, simple and explicit, will 
be utilized to point out the technical 
advantages advanced by Crane Com- 
pany for its line. These diagrams 
Will also present a picture of what 
happens in a boiler when the heat 
Is “turned on,” although Mr. Sim- 


On National Spot Value 


THIRD 
RANKING STATION 
in New York State 
and 


“FIRST 
SYRACUSE” 


in Local & National Spot 


WSYR 


mons emphasized that this technical 
phase is only a minor feature. 
First copy has already appeared 
in some Northern territories. Other 
insertions will follow on the com- 
plete list of newspapers up to the 
middle of the month, according to 
the geographical location. 
Anticipating a heavy demand for 
its boilers and radiators in response 
to the broadened campaign, Crane 
Company has stepped up production 
at its plants in Bridgeport, Conn., 
and North Tonawanda, N. Y. 

The Buchen Company, Chicago, is 
directing the campaign. 


Northwest to David 
Northwest Airlines, Inc., St. Paul, 
has placed its advertising account 
with David, Inc., St. Paul. 


National Coal 
Group Launches 
First Campaign 


Washington, D. C., Sept. 2.—The 
National Coal Association, organiza- 
tion of bituminous coal operators 
throughout the country, will launch 
its first national advertising through 
a business paper campaign in archi- 
tectural and building publications, it 
was announced today. 

With enactment of the Guffey-Vin- 
son coal bill giving focus to co-op- 
erative promotional efforts for the 
industry, the association is thus mak- 
ing a preliminary move toward re- 


capturing the home and industrial 
heating markets, though the co-oper- 
ative effort is far more modest than 
that launched more than a year ago 
by producers and distributors of an- 
tracite coal. 


Model Plans Prepared 

J. P. Williams, Jr., president of the 
association, pointed out that the cam- 
paign, opening in September issues, 
is of a technical rather than con- 
sumer-interest nature. It is based on 
a new “basement planning service” 
drawn up and sponsored by the as- 
sociation. Directed toward both new 
home and industrial building and re- 
modeling, the service provides model 
plans for effective construction to 
house the heating units. 

Mr. Williams also announced that 


individual members of the associa- 
tion and retail coal dealers through- 
out the country would tie in with 
the association’s business promotion 
in consumer copy designed to ac- 
quaint the general public with ad- 
vantages of soft coal heating. 


Tokar Gets Singer 
Philip A. Singer & Bros., Newark, 
N. J., has appointed Alfred F. Tokar, 
Newark, to place its magazine ad- 
vertising. In addition, a coast-to- 
coast rotogravure schedule is being 

planned to start in November. 


APA Meets Oct. 20 
Agricultural Publishers Associa- 
tion will hold its annual meeting 
Oct. 20 at the Hotel Stevens, Chi 
cago. 


Represented by Paul Raymer Co. 
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Haynes Asserts 
Advertising Is 
All Time Need 


Waynesboro, Pa., Sept. 1.—Adver- 
tising in the industrial field is just 
as necessary during peak business 
periods as it is in slacker times, 
Eldridge Haynes, vice-president, Mc- 
Graw-Hill Publishing Company, Inc., 
told the newly organized Cumber- 
land Valley Industrial Advertisers 
Club at its first meeting this week. 

The 34 charter members of the 
club include those in the cities of 
Frederick, Hagerstown and Cumber- 
land, Md., and York, Mercersburg, 
Carlisle and Harrisburg, Pa. Also on 
the program for the initial session 
were W. D. Lindsey, formerly presi- 
dent of Technical Publicity Associa- 
tion; and Roland G. E. Ullman, presi- 
dent, Philadelphia chapter, National 
Industrial Advertisers Association, 
and head of the agency bearing his 
name. 

In addressing the group on indus- 
trial marketing methods, Mr. Haynes 
offered four suggestions to meet 
challenging conditions in the indus- 
trial field. These were, first, the use 
of advertising as a means of reduc- 


ing selling costs; second, the de- 
velopment of a good will reserve to 
be drawn on in periodical slumps; 
third, to upset the complacency felt 
by many industries in good times, 
and fourth, to keep business already 
obtained by constant advertising. 

Non-advertising businesses, Mr. 
Haynes pointed out, which are run- 
ning on momentum alone are slow- 
ing down. 

Nomination of officers will be con- 
sidered at the club’s next meeting. 


MODERNISM KEYS 
WAHL DRIVE ON 
NEW EVERSHARP 


Reveal Higher Priced Market 
As Objective 


Linton to “Pleasure” _ 


Elmo Linton has joined Pleasure 
Magazine, Chicago, as business man- 
ager. He was formerly assistant 
sales manager of Hart Schaffner & 
Marx. The first issue of Pleasure 
will appear Oct. 1. 


Morgan in New Post 


Chicago, Sept. 2.—Striking a key- 
note of modernism, timed to the pre- 
school buying season and the fall 
pick-up in business activity, the 
Wahl Company this week launched a 
drive to re-stimulate the higher 


FALL CAMPAIGN 


CAN YOU TRUST YOUR FOUNTAIN PEN” 
WHILE YOU SLEEP ? 


FOR EVERSHARP 


A NEW POINT... A NEW LEAD... 


with one hand tied behind your back! 


EVERSHARP Kipeate “¢ PENCIL 
ee et eel ‘ 


RS eee om ee he ae 


Franklin M. Morgan has resigned 
from the sales promotion department 
of National Process Company, Inc., 
New York, to join the advertising 
department of Beneficial Manage- 
ment Corporation, Newark, N. J. 


Kent to WTOL 


M. E. Kent, commercial manager 
of Station WJBK, Detroit, will join 
WTOL, new Toledo station, as gen- 
eral manager Sept. 1, when the sta- 
tion begins operation. 


priced pencil market, which has ad- 
mittedly slipped during past years. 
Chief factor in this campaign is 
the introduction, via full-page copy 
in Collier’s and Life, of the new 
Eversharp repeating pencil, which, 
according to H. C. Illium, advertis- 
ing manager, “modernizes mechan- 
ical pencils, brings them into the 
tempo of 1937 living.” 

Advanced as “The Pencil You Can 
Sharpen With Your Thumb,” Mr. 
Illium stressed the fact that this new 


This is part of the copy the Wahl Company is using in fall magazines to illustrate 


many qualities of its new line of pens 


dominate the campaign. 


and pencils. Action photographs will 


pencil will be promoted primarily 
upon its “streamlined” advantages 
and efficiency in operation rather 
than as a gift. 

“Pencil sales, while continuing 
high in quantity, have fallen off in 
dollar volume,” Mr. Illium said. “It 
is our belief that in the new repeat- 
ing pencil we have a product which 
will be just as productive of sales 


and a price range of from $2 to $5. 
The regular line of pencils will be 
continued, although the major part 
of the company’s advertising will be 
used in promotion for the new prod- 
uct. In addition to the national 
magazine copy, which will be aug- 
mented at the beginning of the 
Christmas season by newspaper and 
other magazine insertions, the Wah! 


: in the higher priced brackets now 
| as was the original Eversharp 20 
|| years ago.” 


company has made available to its 
dealers a variety of window and 
counter displays. 


@ No. 9 in a series 
featuring our products. 
Thus we strive to pre- 
sent visual evidence of 
what we are doing to 
prove our ability to pro- 
duce effective printing 
for you. 


And VALUE is the Watchword 


PRINTING PRODUCTS CORPORATION 


National Printing Service 
124 WEST POLK STREET 


close to the industry whose theory is to do some- 
thing well and then do it progressively better over 
a long period of years. | 


THE Biack DiAmMonp gives value to its readers and to 
its advertisers. 


of the Printing Products Corporation, printers of | 
Tue Brack Diamonp and seventy other first-class 
publications. 


Our constant every-day work brings us in close con- 
tact with the objectives of thousands of advertisers 
in many fields. 


It is our privilege to assist in the 
attainment of these objectives. Quite naturally the | 
knowledge thus gained enables us to put into every | 
publication, catalog, book or sales producer some- 
thing of extra value. 


Send specifications NOW for any printing requirement. 


W ABash 
2 eS 


CHICAGO, ILLINOIS 


ing qualities. 

Inspiring the current campaign 
was the test merchandising con- 
ducted last fall in Cleveland, Los 
Angeles and Minneapolis, Mr. Illium 
said. Local tests in these cities 
where dealers were given their first 
glimpse of the new pencil, a product 
of 10 years experimentation accord- 
ing to Mr. Illium, proved successful 
enough to warrant the expanded 
drive. He added that these three 
cities reported an average of 70 per 
cent sell-out on the pencil within 
four weeks after it was introduced. 


The new pencil comes in six styles 


bus Citizen for the past five years, 
has been named to the Columbus 
Chamber of Commerce staff as secre- 
tary of the Advertising Club and 
editor of the monthly magazine, Co- 
lumbus Today. Mr. Skaates suc- 
ceeds Delmar G. Starkey, new execu- 
tive secretary of the Chamber of 
Commerce. 


Lagomarsino Named 


Chess Lagomarsino has been ap- 
pointed advertising manager of Davi- 
son-Paxon Company, Atlanta, Ga., 
department store. Bernard Pincus 
has been named merchandise coun- 
sellor. 
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RECORD 


The actual ‘‘pull’’ of newspaper campaigns employing 

P. & A. Direct Pressure Precision Mats has been highly 

accelerated. Readers, after all, do have a supreme and 

immediate appreciation of fine line reproduction—those 

deeply bitten lines that bring out every consumer appeal 

in the product being featured. Yet you may not have 
used them at all. Our fault? 


Partridge & Anderson Company 


712 Federal Street, Chicago + Telephone: HARrison 3732 
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| Tying in with the modernistic de-| APPearing concurrently with ad- heels 
|| sign of the new pencil is the copy vertising for the new pencil, the quar’ 
|| treatment accorded it. Action photo-| Wahl Company will also use national $500, 
° ° ; i i ing its Ever- the § 
. ; || graphs, styled to those in news-pic-| ™@8azines In promot wit 
| Sparkling with Interest to Solid Fuel Merchandisers | Sitane sneaniiinia, Sak Gaaunnis 6 sharp pen. Photographs, similar to sidia 
|| entire campaign. The first full page those used in copy for the pencil, ring 
in Life, Aug. 30, utilized this tech-| Will sive primary emphasis to the ba 
|| nique in visually emphasizing the|Pen’s safety ink shutoff and adjust- jew 
| : able point features. ago 
: wale - ‘ || ease with which a new point may be : : ae 
HE BLACK DIAMOND covers a big field obtained on the pencil, its simplicity} !t iS pointed out in the photo- poe 
. . . : : of refilling and the several styles in| %"aPh that this is an entirely “safe a 
ina big way. Published every second week, it | which it is made. Similar copy will| Pe" under all circumstances, that cha: 
aes 1 at Cis i an ee — = ‘|| follow in Collier’s. when the cap is on the ink cannot Lob 
goes to all sections of the country, carrying in its A second full page to appear dur-| Come out. The adjustable point en- He 
: : dds : : bles the user to obtain the point me} 

: : , “C ||ing September in both magazines is| ® — 
pages the ingredients that go to make a successful Ili pended “A New Point A New| Which suits him and to vary his cha 
business paper—spot news of the industry concerning _. ||| Lead.” A photograph of a machine | W'iting style at any time. Full-page = 
‘ndivid ; oo a d |} gun in action highlights the speed | ©OPY for the pen will appear im Col- a 
individuals, meetings, legislation, marketing, trends il with which the new pencil may be = “3 The vr ae B Fo 
eit, a = . || refilled. Adjoining shots of a girl|* 08’ and time. Young mpunoaguar vd |= 

and opinions of peculiar and special interest to its Tl tonahe Gtaner én & tetataine vater| te Chleame, if the agency in 

. . ‘8 . charge. 

readers, and informative advertising. ||| bring home the fact that the pencil a | 
||| needs filling but twice a year. A - wi 
; : _ || photograph of a graceful ice skater Skaates in New Post 
All of these ingredients are prepared by men living || leads into the pencil’s smooth writ-| james V. Skaates, with the Colum- 
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ADVERTISING AGE 


23 


~ PARTNERSHIP APPEAL 


of 672 lines. All Chicago papers 
were used on a split schedule. 
Using the slogan, “Partners with 
the Public,” Jewel boasted of the 
high standards to which all of its 
personnel is pledged and challenged 
the public to find a loophole in its 
armor. Clark N. Watkins, advertis- 
ing director of the company, told Ap- 
VERTISING AGE that all employes were 
provided with advance proofs of this 
advertising, so that they would know 
just how severe might become the 
public scrutiny. Reprints were also 
posted in each store, to remind the 


public to test Jewel claims. 

One advertisement was _ headed, 
“Clean in every nook and corner,” 
and is expanded on this text: 

“When we say that Jewel Food 
Stores are clean and white, we not 


only mean that the front is painted 
and the floor is clean—we mean that 
there is no dirt anywhere. The back 
of the store, as well as the front, is 
clean. Shelves are clean. Packages 
are clean. The people who serve you 
are clean. ... 

“It costs no more to keep a store 
clean. It just takes pride and energy 
and interest in customers’ welfare. 
Our people are as proud of Jewel 
cleanliness as they are of Jewel 


quality. They keep their stores clean | 


because the relation between food 
and sanitation is too close—too im- 
portant to health—to be neglected.” 


Hail Appointed 
J. J. Hail has been appointed man- 
ager of General Outdoor Advertising 
Company, Jacksonville, Fla. 


Insurance Men 
Add 4 Speakers 


for Conference 


New York, Sept. 2.—Four speak- 
ers have been added to the program 
of the annual Insurance Advertising 
Conference, to be held at Briarcliff 
Lodge, N. Y., Sept. 13-15, Arthur H. 
Reddall, secretary, said today. 

Robert Brown, of Aetna Life In- 
surance Company, Hartford, will ad- 
dress the fire insurance group on 
“The Essentials of a Good Sales 
Plan,” and Ray Dreher, Boston insur- 
ance executive, will talk to the same 


group on “Advertising Co-operation 


with Field Men.” The life insurance 
group will hear Frank Burns, Forbes 
Magazine, on “The Value of Audited 
Circulations,” and Grace Stephens, 
Retail Credit Company, Atlanta, Ga., 
on “What the Insurance Man Should 
Know About the Work of the Retail 
Credit Company.” 

One of the important items on the 
meeting’s agenda will be a report on 
Life Insurance Week activities. 


Plan Neckwear Drive 


National Women’s Neckwear and 
Searf Association, Inc., New York, 
has appointed Bobbe Donner, stylist, 
advertising director and formerly 
fashion editor of the Bulletin of the 
National Retail Dry Goods Associa- 
tion, to direct a campaign to promote 
women’s neckwear. 


JEWEL CHANGES 
EMPHASIZE. BlG 
SUCCESS STORY 


Chicago, Sept. 2.— Important per- 
sonnel changes, following on the 
heels of a heavy investment in head- 
quarters facilities, involving about 
$500,000, directed attention today to 
the growth of Jewel Tea Stores, sub- 
sidiary of Jewel Tea Company, Bar- | 
rington, Ill. 

W. S. Jamieson, who joined the 
Jewel retail organization five years 
ago when it bought 78 Loblaw gro- 
ceterias as the nucleus for its new 
Chicago chain, has resigned as mer- 
chandising manager to return to 
Loblaw Groceterias, Ltd., Toronto. 
He is succeeded by F. J. Lunding as 
merchandising manager for’ the 
chain, now embracing 104 stores in 
the metropolitan district. Despite 
the suecess and growth of the Jewel 
Food Stores, expansion plans are 
said to be confined to Chicago. 


Norton Is Promoted 


At Barrington, home of the nation- 
wide wagon route business, V. T. 
Norton, who has held many impor- 
tant posts, has been promoted to as- 
sistant to Vice-President F. M. Cash. 
He is succeeded as assistant general 
sales manager by H. W. Dotts, for- 
merly branch and district manager, 
among other positions. 

With purchase and remodeling of 
a headquarters building on Ashland 
avenue, Jewel Food Stores took ad- 
vantage of the dog days to impress 
on Chicago housewives on whom it 
relies for patronage that Jewel stores 
are notable for many reasons besides 
low prices. The institutional cam- 
Paign, which attracted wide atten- 
tion in and out of chain circles, both 
because of the timing and the nature 
of the copy, consisted of weekly copy 


Member Station 
Columbia Broadcasting System 


oN. .5 
NASHVILLE 


WLAC 


5,000 WATTS 


J. T. WARD 
President 
* 


Paul H. Raymer Co., 
National Representatives 


IN TOTAL RETAIL SALES 
The Buffalo Evening News Market 
Is Ahead of 23 States! 


(na mS RR ARR 


Here is a market that fits your sales 
plans like a glove! Responsive audi- 
ence, bountiful payrolls, stabilization of 
income due to wide diversification in 
industries all contribute toward mak- 
ing the BUFFALO EVENING NEWS 
Market a merchandiser’s dream. 


Here is a ‘natural’ for profitable 
merchandising. The eight counties of 
Western New York, although small in 
area, do more retail business than any 
one of 23 state markets. Retail sales 
figures given by the federal census of 


1935 prove how good this market really 
is. In ‘35 retail volume exceeded $381 ,- 
683,000, leading entire states, includ- 
ing Maine, Nebraska, West Virginia 
and others. © 


The BUFFALO EVENING NEWS 
Market should be in your selling plan, 
for it is a market that can be covered 
economically, sold easily, and the big 
buying power of its audience is a 
known factor. Then, too, the BUFFALO 
EVENING NEWS gives comprehensive 
coverage at low cost. It presents a 
superior sales combination, 


The United States Department of Come 
merce, Bureau of Census retail trade 
survey of 1935 shows that retail sales 
in the eight counties that comprise the 
Buffalo Evening News Market were 
greater than in any one of these states: 


Alabama New Hampshire 
——— New Mexico 
rkansas 
yee — 
— Rhode Island 
Louisiana South Carolina 
Maine South Dakota 
Mississippi Utah 
Montana Vermont 
Nebraska West Virginia 
Nevada Wyoming 


FFALO EVENING NEWS 


NEW YORK — CHICAGO — BOSTON — PHILADELPHIA — ATLANTA — DETROIT 


Edward H. Butler, Editor and Publisher 
Western New York’s Greatest Newspaper 


National Repr tatives—KELLY-SMITH CO. 
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ADVERTISING AGE 


September 6, 1937 


Earnings of 
Advertisers 


B. F. Goodrich Company 

With first half net sales highest in 
its 67-year history, the company 
earned consolidated net profits of 
$4,010,697 in the six months ended 
June 30, 1937. This compared with 
$2,727,606 in the like 1936 period. 

In setting a new first six months 


record, net sales increased to $78,- 


566,619 from $65,994,521, in the like 
1936 period, a gain of 16 per cent. 
The last previous high for the first 
period was in 1930 when sales 
totaled $78,007,291. 


Willys-Overland 

Net profit for six months ended 
June 30, 1937, amounted to $950,400 
and for nine months ended June 30, 
1937 was $554,770. No comparisons 
for like periods are available. The 
new company began operations Oct. 
&, 1936. 


Goodyear Tire & Rubber 

Reporting the best six months 
since 1929, the company shows net 
profit of $8,068,352, against a net 
profit of $3,598,683 for the corres- 
ponding period a year ago. Good- 


year’s earnings for the first half of 
1929 were $12,633,865. 


Gillette Safety Razor 

Net profit for 12 months ended 
June 30, 1937, was $4,826,405 against 
$4,632,247 for the same period a year 
ago. Net profit for the first six 
months of this year amounted to $2,- 
085,333, compared with $2,234,817 in 
the corresponding period a year ago, 


Hudson Motor Car 

For the first ha!f of 1937, net profit 
was $1,063,475, compared with $1. 
840,355 for the same period in 1936. 
Earnings for this period were ad- 
versely affected by strikes which 
began in March in all Hudson plants 
and lasted until April 15. 


Scott Paper Company 

Reporting a gain of 18 per cent in 
sales for six months ending July 4, 
1937, over the same period in 1936, 
the company shows net sales of $6.,- 
979,000. Net earnings for the first 
half of 1937 amounted to $613,825, 
compared with $425,036 for the first 
six months of 1936. 


|Socony-Vacuum Oil 


Showing consolidated net income 
of $32,000,000, the oil company re- 
ports a 60 per cent increase for the 
first six months of 1937, as com- 
pared with net of $20,000,000 for the 
like period in 1936. 


BIRTH OF A NATION... 


of Sporlsmen 


Blood-stirring—Exciting— 


Field & Stream’s motion picture library of 
hunting and fishing adventures inspires thou- 
sands of key sportsmen every month and begin- 
ners who look to them for guidance. 


They create a desire to get out in the open. They 
take thousands of sportsmen to sporting goods 
stores for equipment. Follow this up-stream 
and you will find manufacturing orders for 
every kind of sporting equipment—from fish 
hooks to trailers—from razors to electric light 
plants—from dog biscuits to cabin cruisers— 
railroad and steamship transportation — even 


automobile sales. 


Every dealer, every wholesaler, every adver- 
tiser, recognizes the selling power of these 


movies, their power to 


add more and more 


sportsmen to this great billion dollar* double 


market. 


* According to the United States Bureau of Biological Survey. 


AMERICA’S FOREMOST 


OUTDOOR MAGAZINE 


| allowed 
| should 


| trade 


| sonable” 


and 


|} areas where loss-leader selling and | 
| predatory 
| Now, with the legality of fair trade | 


FAIR TRADE LAW 
FAILS TO COVER 
SPECIAL ANGLES 


Eastern Advertisers Discuss 
Some of Problems 


New York, Sept. 2.— Manufactur- 
ers of nationally advertised merchan- 
dise who have been operating under 
all or some of the 42 state fair trade 
acts, this week began to examine 
their distribution set-up in the light 
of the Tydings-Miller act which now 
permits them to exercise price con- 
trol in interstate commerce. 

A survey of the distribution status 
of nationally advertised brands by 
ADVERTISING AGE this week developed 
the following highlights: 

1 Manufacturers have not 
plunged headlong into price-mainten- 
ance agreements in states where 
such action is legal as a direct result 
of the Tydings-Miller bill. 

2. In some cases, where manufac- 
turers have been operating under 
the 42 fair trade acts, they believe 
that distribution control will be 
simplified to a considerab!e extent 
because of the federal legislation. 

3. Where price control was exer- 
cised only in some of the 42 states. 
manufacturers said that local com- 
petitive conditions will determine 
whether or not they will extend price 
contracts to other states. 

4. Manufacturers reported no 
startling price differentials in states 
where they operated under fair trade 
contracts as compared with states 
where no such agreements were in 
effect. 

5. Some manufacturers asserted 
they are concerned with obvious 
loopholes and weaknesses observed 
in many of the fair trade acts which 
are threatening to nullify the stabil- 


| izing effect of the legislation. 


Question of Allowances 


Outstanding among the al'eged 
ambiguities of New York’s’ Feld. 
Crawford act is the question of trade- 


/in allowances, which has created a 
| miniature 


tempest in local radio 


circles. Apparently inspired by the 


| assertion of Senator A. Spencer Feld, 


as reported in ADVERTISING AGE Aug. 


23, that manufacturers have no right 


to specify the exact amount to be 


on trade-ins and_ instead 
content themselves with 
specifying a “reasonable allowance.” 
retailers have launched what 
amounts to a price war by granting 
as much as $15 in excess of allow- 
ances stipulated in manufacturers’ 
price contracts. 

Retailers’ organizations have indi- 
cated that they are pressing for a 
court ruling on this phase of the fair 
law, pointing out that unre- 
stricted trade-in allowances amount 
to a form of price cutting, precisely 
the evil the Feld-Crawford act was 
designed to eliminate. William H. 
Ingersoll, a leader in the fight for 
fair trade legislation, took issue with 
Senator Feld’s opinion, declaring 
that any attempt to stabilize prices 
by permitting retailers to make “rea- 
trade-in allowances was 
doomed to failure. Instead, he said, 


/manufacturers should specify maxi- 
mum 
| granted 


allowances 
only 
less than 
deterioration. 


which should 
when traded-in 
ordinary wear 


be 
sets 


show and 


New Outlets Added 


That the Tydings-Miller bill may 
result in radical distribution changes 
expanded advertising budgets 
was indicated here by several sales 


and merchandising executives. Dur- 
ing the past few years, it was 
pointed out, many manufacturers 


were forced to curtail their distribu- 
tion outlets as a means of enforcing 


| 
price maintenance, especially in | 
! 


price-cutting prevailed. | 


legislation established, manufac- 


| turers will probably make peace with } 


a 


MARIONETTES PROMOTE CANADIAN PRODUCTS 


Canadian Industries swings marionettes into the promotional van at the Canadian 
National Exhibition in Toronto, with Phyllis Fabrikoid (left), Gardenite, Bill 
Bullet, Mr. Freon (with chest like an ice box, representing the refrigerant, Freon) 
, and Johnny Paintpot, whose body is an actual “Cilux” enamel tin. 


the outlets they dropped previously. 
Expansion of advertising efforts can 
be considered a corollary, it was 
added, to multiplied distributors and 
new outlets. Activity on the part of 
private brand sponsors can a'!so be 
expected to stimulate advertising for 
national brands, it was said. 

Lowering of manufacturers’ over- 
head was also termed a logical by- 
product of the Tydings-Miller bill. 
With fair trade legislation hereto- 
fore purely an_ intra-state affair, 
manufacturers were forced to estab- 
lish local corporations, special dis- 
tribution centers and expensive ware- 
house facilities. The federal enabling 
act is expected to eliminate wasteful 
duplication by concentrating price 
maintenance operations at a central 
point. 


Plans of Universal 


With price maintenance contracts 
issued to retailers in nine _ states, 
Universal Camera Corporation, New 
York, will expand its price control 
operations only when price-cutting 
conditions warrant this action in 
other states, F. G. Klock, general 
sales manager, said today. The com- 
pany has succeeded thus far in main- 
taining established prices through 
restrictive selling, he indicated, and 
issuance of further price agreements 
will depend on competitive develop- 
ments, 

Discussing his company’s reaction 
to both the Tydings-Miller act and 
state legislation, Mr. Klock pointed 
to the uncontrolled operations of job- 
bers who sell directly to the con- 
sumer at so-called wholesale prices 
as one of the most glaring weak- 
nesses of existing laws. Mail-order 
jobbers who appeal particularly to 
civil service employes to the detri- 
ment of legitimate retailers who 
offer the same merchandise at estab- 
lished prices, are apparently outside 
the scope of the law, he said. The 
continued operations of such jobbers, 


(Continued on Page 26) 


Cordiner Adds Duties 


Ralph J. Cordiner has been ap 
pointed general manager of appli. 
ance sales of General Electric Com 
pany, New York, in addition to his 
duties as assistant manager of th 
appliance and merchandise depart 
ment. He succeeds P. B. Zimmer. 
man, who has joined the Norge Divi- 
sion of Borg-Warner Corporation, 
Detroit. 


New KOMA Transmitter 

Station KOMA, Oklahoma City 
owned by Hearst Radio, has mad 
application to the Federal Communi: 
cations Commission to install a new 
transmitter, make changes in its an- 
tennae and increase its power to li 
kilowatts. 


Feldman Appointed 

Jack M. Feldman, has been ap 
pointed Eastern advertising manager 
of The Sentinel, American-Jewish 
weekly. Chicago. Mr. Feldman, 
who has specialized in the Anglo- 
Jewish field for several years. will 
open offices in Philadelphia and New 
York. 


Plans Christmas Annual 
Town & Country, New York, has 
completed plans for publication in 
December of its second Christmas 
Annual, R. A. Hoefer, business man 
ager. has announced. This will als¢ 
mark its 91st birthday. 


Gussow, Kahn Appointed 


American Cooler Company, New 
York, has appointed Gussow, Kahn, 
New York, to conduct advertising 
and publicity for its beer dispensing 
equipment. Business and industrial 
publications will be used. 


New, all-photo advertising service 
for all lines of business. For trade 
publications, house organs, tabloids, 
newspaper ads, sales letters, broad- 
sides or booklets. PHOTOMATS 
brings 100 high class photographic 
eye catchers monthly in ready-to- 
use-mats for only $5. Glossy prints. 
too. All sizes and subjects. New 
York’s best models. Write for free 
proofs—no salesmen. 


PHOTOMATS 


10 E. 38th Street. New York 


The spendable 


National 
Representatives, 
Edward Petru & Co., 
Inc. 


LY 


WSM primary market alone totals 
nearly one-half billion dollars! 


Owned and operated by The National Life & Accident Insurance Co., Inc. 
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2 ADVERTISERS 
SOLVE FRACTION 
PAGES IN COLOR 


Charak, Columbia Share 
Space, Use Same Plate 


New York, Aug. 31.—In attempting 
to circumvent publishers’ prohibition 
against acceptance of less than full 
pages in color, Luckey Bowman & 
Co.. revealed today a novel p!an it 
iad hit upon as a limited solution of 
the problem. 

By preparing two half-pages in 
color, one for its client, the Charak 
Furniture Company, Boston, and the 
other for the Columbia Mills, Inc.., 
New York, another client, the agency 
found it possible to run half-pages 
in color in two class magazines, 
country Life and House Beautiful. 
However, the acceptance of the adver- 
tisements by the publications was on 
the stipulation that they would be 
treated as single advertisements to 
be run on the same page, and that 
no important change in policy was 
involved. The same plan, but on in- 
side covers, was tried last fall by 
three Midwest advertisers. 


Technical Probiems Toic 


Although no advancement of the 
art of color process work was 
claimed for the plan developed by 
the agency, it was asserted that it did 
present certain definite technical 
problems that had to be overcome. 
While the agency possessed the first 
requisite, that of two products that 
nevertheless care 
had to be taken to build two interior 


é scenes equally adapted to reproduc- 
' tion in the same color tones. 


In fact, 
in order to avoid strengthening one 


/ advertisement at the expense of the 


other, the agency sought the outside 
counsel of an interior decorator, who 
watched over style and tone values 
and ensemble effects. After the 
scenes had been built, the problem 
became relatively simple, it was as- 
serted, with the same photographer, 
artist and engraver being used 
throughout. The result was a single 
set of color plates delivered to each 
publication—yet the publication of 
two separate advertisements in each 
magazine. 

This method of split full pages can 
only be used, according to Curtis F. 
Columbia, account executive, in serv- 
icmg two accounts handled by the 
Same agency in cases where the co- 
operation of the two clients can be 
secured in selecting the same media 
and the same publication dates. He 
Stated that it was also necessary to 
use the same suppliers and especially 
a single artist using one kind of pig- 
ments only. 

Another instance of co-operation 
between clients was cited by Mr. Co- 
lumbia as being successfully worked 
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Thousands of ready-to-use illus- 


tations, on all subjects, are 


available for your inspection. 
rite, wire or phone 


KAUFMANN & FABRY CO. 


425 S. Wabash Avenue e Chicago 
Telephone Harrison 3135 
0 West 43rd St., NEW YORK. Phone Bryant 9-6682 
ee 


noon 


out by the agency in arranging for 
a color insert on heavy stock in Jn- 
terior Decoration and Design, which 
was done by means of a combination 
printing of two full page advertise- 
ments, backed up to each other, for 
Charak Furniture Company, and for 
Wood & Hogan, New York, antique 
importer. For first right-hand posi- 
tion, the clients flipped a coin at 
lunch, he recounted, the loser to re- 
ceive right-hand position next month. 

Credited with being the largest 
hand-made furniture cabinet shop in 
America, the Charak Company has 
doubled its advertising this year over 
last and is reportedly contemplating 
tripling its advertising budget for the 
coming year over this year’s budget. 
In addition to advertising in the mag- 


azines named above, other periodi- 
cals such as The American Home and 
Esquire are being used. An enlarged 
budget for 1938 will provide, Mr. Co- 
lumbia said, for more frequent inser- 
tions and for additions to the list. 
The *half-pages in the September is- 
sues of Country Life and House 
Beautiful were the first color copy 
ever used by this company. 


Transfer Distilling Co. 


The industrial alcohol business of 
American Commercial Alcohol Cor- 
poration and subsidiary, The Ameri- 
ean Distilling Company, has been 
transferred to Commercial Solvents 
Corporation, New York. The compa- 
nies are retiring from the industrial] 
alcohol field. 


Radio Papers Merged 


Communications, a new monthly 
publication covering radio engineer- 
ing, broadcasting, recording, aero- 
nautical, police and marine radio, 
television, etc., will make its initial 
appearance with the September issue. 
This represents a merger of Com- 
munication and Broadcasting Engi- 
neering, Radio Engineering, and 
Broadcast Engineer, and is being 
published by Bryan Davis Publishing 
Company, New York. Paul S. Weil 
is in charge of advertising. 


Joins “Nurse” Staff 


William H. Pearson, formerly 
Eastern representative for the official 
journal of American College of Sur- 
geons, has joined the New York staff 
of the Nurse, 


Cocomalt Goes Spanish 


S. Christie, export manager, R. 
B. Davis Company, Hoboken, N. J., 
has announced a new advertising 
and promotional campaign for Coco- 
malt in Latin America. Weekly 
broadcasts, a newspaper and maga- 
zine campaign, plus broadsides used 
by dealers will feature the cam- 
paign. H. N. Elterich, Inc., New 
York, has been appointed to prepare 
and direct the program. 


Vita-Seald to Lewin 


A. W. Lewin Advertising Agency, 
Newark, N. J., has been appointed 
to handle the advertising of White 
House Laboratory, manufacturer of 
Vita-Seald food products and potato 
chips. Alfred S. Moss is account ex- 
ecutive. 


| city area. 


*Fifth City in population—fourth in volume of retail sales and 
first in per capita retail sales among the nation’s larger cities. 


In Los Angeles it’s— 


LOS ANGELES EVENING 


bes FRALL- Express ; 


Los Angeles has both a big CLASS and a big MASS market for the 

national manufacturer. For instance, more security trading originates in this 
city for securities on the New York Stock Exchange than in any other district 
in the world except New York City! Los Angeles is fourth in volume of retail 
trade and,—50.6% of all new passenger cars sold in the entire 11 counties 


that comprise Southern California in 1936 were purchased within the ABC 


Help yourself to MORE CREAM and MORE MILK in this rich Los 


Angeles market by using the newspaper that reaches six out of ten families 
—the newspaper that is read regularly by 98.4% of Los Angeles Stock 
Exchange Members and 95.7% of Los Angeles Bank Directors. 


THE NO. 1 CHOICE OF ADVERTISERS AND READERS 
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Presto in New England 


Presto Self-Rising Cake Flour, 
product of Hecker Products Corpora- 
tion, New York, will be introduced 
to New England Sept. 7 in a series 
of broadcasts over the Mutual Broad 
casting System. An extensive cam- 
paign will be launched Sept. 16 in 30 
New England newspapers. Erwin, 
Wasey & Co., New York, handles the 
account. 


Timely in Fall Drive 

Beginning the end of September, 
Keller, Heumann, Thompson, Roch- 
ester, N. Y., will advertise “Timely” 
men’s clothes in a series of four color 
pages in national magazines. Gussow, 
Kahn, New York, will place this 
campaign. 


Ketcham Joins CBS 


A. R. Ketcham, Jr., for the last 15 
years engaged with various adver- 
tisers, media and agencies in New 
York, has become associated with 
Columbia Broadcasting System, Pa 
cific network, in San Francisco. 


KMED Available on NBC 


KMED, Medford, Ore., will become 
affiliated with National Broadcasting 
Company Sept. 15 as a supplemen- 
tary outlet available to advertisers 
using either the Pacific Coast Red or 
Blue networks. 


HOW MUCH DOES IT COST 
TO COVER PEORIA AND 
CENTRAL ILLINOIS? 


Drop us a line and we will tell you how 
cheap it is to cover this territory. We 
will quarantee coverage in 95% of the 
homes in this area 


RIEDER’S ADVERTISING CARRIERS 
210 N. Adams St., Peoria, Ill. 


Member Trade Association of Advertising 
Distributors 


| such 


FAILS TO COVER 
SPECIAL ANGLES 


(Continued from Page 24) 
if uncontrolled, will prove embar- 
| rassing to retail outlets, he added. 
Instalment selling by retailers who 


eliminate carrying charges and offer | 


| merchandise on ridiculously lenient 
| terms is also a condition not consid- 
ered by the fair trade laws, Mr. 
Klock said. Terms such as 25 cents 
down and a few cents a week are so 
appealing that retailers who sell for 
cash at the same established prices 
operate under a handicap, he pointed 
out. Such practices not only tend 
to break down the stabilizing intent 
of the fair trade laws, he said. but 
also constitute a weakening of the 
whole economic system. 
Expand Price Maintenance 

Now operating under fair trade 
laws in two states, Ohio and New 
York, the Conti Products Corpora- 
| tion, New York, intends to extend 
operations to all other states 
but expects the process to take con- 
siderable time. In the opinion of 
Stephen L. Nordlinger, vice-president 
in charge of sales, the cost of issuing 
contracts is likely to prove a deter- 
rent to speedy inclusive utilization 
of the new act. Prices for drawing 
up such contracts vary from $50 to 
$200 for each state, he declared, 
thereby making initial costs in the 
neighborhood of $5,000, 

Mr. Nordlinger said that contracts 
now in effect in New York and Ohio 
will be continued, with no attempt 
made to substitute blanket type 
agreements for them. As to non-fair- 
trade-law states, the company expects 
to prosecute its business in them as 
aggressively as elsewhere, using all 
legitimate means to maintain uni- 
form prices therein. He reported 
that little disparity now exists be- 
tween prices for its products in New 


The 
Foundation 
Market 

of Youth 


A Market 
Without 
Product 
Prejudice 
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Tur American Girt is the only magazine in the United States which is 
edited exclusively for feminine youth—the market without product prejudice. 


No important advertiser should fail to address the teen-age daughters of 


America. 
than 80% of the homes in which 
day purchasing is enormous. 


. 
They will buy and buy across the 


More than 2,000,000 American women have been Girl Scouts. 
still vitally interested in the movement and in the magazine. 
are using those products which the 


CuI. 


Girl Scout membership to-day is in excess of 420,000, 


AmerICAN Girt readers are the household shoppers in more 


they live. Their influence on present- 


vears. 


They are 
To-day, they 
y first saw advertised in Tur American 
Advertising 


in Tue American Girt is read by a continuous parade of eager feminine 
youth, with ranks constantly increasing. 


Contact youth! Tell the American girl, the modern buyer, about your product. 


The Ameriean 


Girl Magazine 


14 West 49th Street. New York City 


A Guaranteed Net Paid Circulation in Excess of 100,000 Copies 


FAIR TRADE LAW 


peeee t 


| York and Ohio, and those in non- 
| controlled states. 
| Announcing its decision, in full- 
| page advertisements in the current 
issues of trade papers, “to make re- 
sale price-maintenance contracts 
irect with retail druggists,” Merck 
& Co., Inc., New York, manufactur- 
| ing chemist, declared that it is in 
poe sympathy with the objectives 
‘of fair trade legislation. Both chem- 
icals used by pharmacists in com- 
pounding prescriptions and products 
|sold over the counter to consumers 
will be put under fair trade con- 
tracts, ADVERTISING AGE was told 
today. Merck products have not 
been footballed much, according to 
Douglas Coutlee, advertising man- 
ager, and as a consequence Merck 
does not expect the new practices 
will greatly affect its merchandising 
picture. Prior to the enactment of 
the Tydings-Miller bill, the company 
had wholesaler-retailer contracts in 


force in three states, Mr. Coutlee 
said. 
Park & Tilford Plans 
Already operating under fair 


|trade laws in “a good percentage” 
|of the states in the merchandising 
of Tintex, Park & Tilford will extend 
contractual relations with dealers as 
rapidly as possible. According to 
M. J. Lynch, sales manager of the 
toilet goods division, contracts were 
first made in states in which the 
company had been’ experiencing 
some difficulty in maintaining prices, 
with the result that today Tintex is 
seldom price-cut either in states 
having fair trade laws or in others. 

Although deferring action for a 
short period in which it is hoped a 
uniform contract form may be 
worked out within the industry, Per- 
sonal Products Corporation (Mo- 
dess), New York, expressed its 
intention to extend its fair trade 
operations as widely as_ possible. 
Decrying the attitude his company 
has found existing in certain states 
to “hold up” manufacturers, Thomas 
Kdward Hicks, president, expressed 
the belief that the problem of costs 
would soon be ironed out and that 
subsequent policing of fair trade 
contracts would quickly become a 
relatively simple and _ inexpensive 
proposition. 

“Those who have held out against 
the enactment of fair trade laws will 
not continue their opposition indefi- 
nitely,” he declared, “while the fed- 
eral law will make it easy for manu- 
facturers to deal with violators.” 

As to his company’s products, two 
factors will continue to operate to 
keep prices in line; those of intense 


competition and a fairly sensitive 
consumer response. But whereas 
formerly the dealers have been al- 
lowed to use their own judgment 


with respect to shifting strength of 


these factors, the new deal will 
reserve to the manufacturer the sole 
right to determine what “the mar- 


ket will allow.” 
Wants Uniform Contracts 


Oldetyme Distillers, Inc., New 
York, which has been operating in 
12 states under price-maintenance 
contracts, has not yet determined 
whether or not it will use a blanket 
contract. Thus far, existing con- 
tracts have not been affected. A. 
William Herbst, general sales man- 
ager, declared himself in favor of a 
uniform form of agreement among 
distillers to help combat price-cut- 
ters. The company, which has been 
a leader in keeping up prices in the 
states which have had _ price-main- 
tenance laws, sees the Tydings- 
Miller act as a distinct advantage to 
distillers. 

“We shail do all we can to make 
the intent of the bill operative,” said 
Mr. Herbst, “for one reason: to be 
helpful to the jobber and _ retailer 
who need protection.” 


The Barton Mfg. Company, St 
Louis, has named Anfenger Adver- 
tising Agency, Inec., St. Louis. to 
handle advertising of Dyanshine 
liquid shoe polish. 


Opens Atlanta Office 


Free & Peters, Ine., radio station 
representative, has opened an _ office 
,in Atlanta, Ga., in the Bona Allen 
| bldg. F. Lacelle Williams, formerly 
with Atlanta Journal, is manager. 


Anfenger Gets Dyanshine 


“Post” Turns Error 
To Sales Advantage 


New York, Aug. 31.—‘A full- 

| gize, out-and-out, too-late-to- 

change historical error” in an | 

article about Virginia’s Sena- | 

tor Carter Glass, appearing in | 
| 


The Saturday Evening Post's 
Aug. 28 issue, was advertised | 
yesterday with 1,000-line inser- | 
| tions appearing in leading Vir- 

| ginia daily newspapers. This 
| is said to be the first instance 
| in magazine publishing that a 
mistake has _ been 
into a promotion theme. 
ten, Barton, Durstine 
born, Inc., New York, 
agency. 


converted 

Bat- 
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Record Drive 
for Birds Eye 
Foods Mapped 


New York, Sept. 2.—With an ad- 
vertising appropriation 40 per cent 
larger than last year, Birds Eye 
Frosted Foods, subsidiary of General 
Foods, will open its largest adver- 
tising and merchandising program 
Sept. 9, Edwin T. Gibson, president, 
said today. 

Large newspaper space will be 
used in cities where Birds Eye was 
promoted last year—-New York, Bos- 
ton, Philadelphia, Rochester, and 
Syracuse. In addition, it is planned 


to use newspapers in Cleveland, Al- 
bany, Buffalo, Pittsburgh, New 
Haven, Providence, and Hartford. 


The Christian Science Monitor will 
round out the newspaper list. The 
New Yorker is the only magazine 
scheduled. Daytime radio programs 
will be employed in New York, Bos- 
ton, and Chicago. 


Intensify Chicago Drive 


Mr. Gibson also announced that 
Birds Eye will intensify its drive 
in the Chicago market. The product 
was introduced in Chicago suburbs 
during the past year, and by the end 
of 1937 distribution is expected in 
the entire metropolitan area. 

The extensive consumer program 
is in line with the Birds Eye policy 
of selling the consumer directly. 
Other frosted food makers, notably 
Honor Brand, concentrate promotion 
on jobbers and wholesalers. 

Young & Rubicam, Inc., 
agency for Birds Eye. 


is the 


Eisenlohr Expands 
Campaign for Cigars 


Newspaper campaigns for Webster 
and Henrietta cigars, products of 
Webster Eisenlohr, Inc., New York, 
will begin Sept. 15, supplementing 
magazine and radio promotion now 
being used. 

New York Herald Tribune, News 
and Newark News will be used for 
Webster cigars, with Life added to 
the magazine schedule. Eastern sea- 
board newspapers will be used for 
Henrietta cigars for 12 weeks. N. W. 
Aver & Son, New York, handles the 
account. 


Plan Hotel Promotion 


National Hotel Management Com 
pany. Inc., New York, will assume 
operation of Hotel Randall and its 
affiliate, Sunset Inn, North Conway. 


N. H., Ralph Hitz, president, has 
announced. The name will be 
changed to Eastern Slope Inn. A 


national advertising and_ publicity 
campaign will be launched later in 
the year to direct the attention of 


skiing and winter sports enthusiasts 


to the hotel. Swafford and Koehl, 
Inc., New York, will handle the ac 
count. 


Rosenberg Named 


Alan H. Rosenberg has been ap- 
pointed advertising and sales promo- 
tion manager of Fay Miss Brassiere 
Company, New York. He was for- 
merly with Artistic Foundations, Inc., 
| New York. 


WIRE Joins MBS 


Station WIRE, Indianapolis, NBC 
Red Network outlet, has signed a 
contract becoming part of the Mnu- 
tual Broadcasting System. 


— 


Auto Companies 
Set Stage For 
738 Campaigns 


Detroit, Sept. 1—The stage is be 
ing set for a lavish introduction of 
1938 model automobiles, due to star 
within the next fortnight and cop. 
tinue up to and through show time 
at the end of October. 

Among those anticipating an ip. 
crease in retail sales volume, Buick 
has set aside a larger advertising 
appropriation for promotion of 193s 
models than during the past year, 
T. H. Corpe, Buick director of ad. 
vertising and promotion said today, 
The increase will be devoted mainly 
to newspaper lineage, he said, with 
magazine schedules about the same 
as current year. Due to a gain of 
more than 200 Buick dealers, a 
greater number of newspapers will 
be used, especially in smaller cities, 
he added. 

Buick advertising program will be 
well rounded effort, with outdoor 


posters, trade papers and _ sports 
broadcasts of major ring events 
supplementing the media named 
above. 

Meantime, Graham-Paige Motors 
Corporation entered the list of 


manufacturers announcing price in- 
creases Wednesday when Robert C. 
Graham, executive vice-president, 
revealed a $35 to $50 increase ef- 
fective Sept. 15. Production on 1937 
models will be suspended Sept. 18 so 
the price is expected to affect only 
a small percentage of 1937 sales. 

From present indications, the re- 
capitalized Hupp Motor Car Cor- 
poration, which is currently com- 
mencing production on its new jobs, 
and the Studebaker Corporation will 
be the first of the auto companies to 
present its 1938 lines. Then will 
fellow, from the outlook at this time 
Packard, Buick, Hudson, and others 
—though not necessarily in that or- 
der. As was the case last year the 
three volume manufacturers, Ford 
Chevrolet and Plymouth, will be 7 
about the very last to break their 7 
campaigns. 

The annual preview season got un- 
der way last week at South Bend, 
when Studebaker unveiled its 1938 
jobs to the press. This week the 
1938 Grahams and Hupps are being 


previewed. The period just be- 
fore the middle of the month has 
been scheduled for previews by 


Buick, Olds, Packard, Hudson and 


several others, with most of the 
Chrysler divisions’ pre-announce- 
ment meetings coming toward the 


end of the month. Dealer showings 
are also being made at approximate- 
ly the same time. 


Join Campbell-Ewald 


Claude Taylor, Jr., formerly with 
Hutchinson Advertising Company, 
Minneapolis, has been appointed art 
director of Campbell-Ewald Com: 
pany, Chicago. Bruce W. Wallace, 
formerly with Blackett-Sample-Hum- 
mert Inc., and Ford, Browne & Mat- 
hews, has also joined the agency's 
Chicago office. 


_ FREE BOOK 
Sesehaies taka 
— 


pes bee: 


Constructive 
— Informative 

Frececey 
Illustrated. Your request 
bring only the book—no sales- 
man, 


y PORCELAIN ENAMEL INSTITUTE 
612 No. Michigan Ave., Chicago 
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September 6, 1937 - ADVERTISING AGE : 27 
e the month were newspapers. with 81,-| Sales Management (sm)..... 28,224 
Consumers [ J nion Book Pr omo ti on. al 788 lines or 28 per cent of the total; | Tide (sm) ................. 22,218 


Hits Radio Promotion 


New York, Sept. 2.—Cloaked in the 
lily-white mantle of Arthur Kallett’s 
Consumers’ Union, a new omnibus 
attack on advertising was released 
nere this week through a book called, 
“Poisons, Potions and Profits — The 
Antidote to Radio Advertising,” in- 
tended to “fill the need for an up-to- 
the-eminute consumers’ handbook to 
take the place of the justly famous 
100,000,000 Guinea Pigs.” The book 
pears the imprint of Knight Publish- 
ers, Inc., New York. 

Peter Morell, the author, launches 
his condemnation of selling on the 
air with the charge that the Ameri- 
can consumer has defaulted to broad- 
casting companies and program spon- 
sors a “power that he should have 
retained: that of regulating the 
traffic through his own receiving 
set.” 

“The results have been little less 
than disastrous,” he asserts. “The 
proadcasting companies have made a 
consistent record of exploiting radio 
solely for profits at the expense of 
the consumer. They have failed to 
make radio the instrument of cul- 
tural advance that it could and 
should be. 


Crush Cultural Programs 


“Compared with the well-edited 
Sunday newspaper, the radio has the 
cultural value of the tabloid, without 
the authentic sparkle that gives the 
tabloid character of a sort. Most 
attempts of educators to use the 
radio for programs of real value 
have been crushed. Free speech on 
the air is a sorry joke.” 

The text then proceeds to re-hash, 
in what is termed a “devastating” 
manner, material from Consumers’ 
Union’s files calculated to show how 
“by turning the dial of his radio, the 
American consumer is daily risking 
his life and health and those of his 
family.” 

The only manner in which this 
latest alarmist attack on advertising 
differs from previous blasts of the 
same kind is that the new book 
heaps abuse on “a battalion of high- 
priced super-salesmen” who have 
heen recruited “to hoodwink the 
\merican public, to lull it gradually 
into a receptive mood, to prepare it 
for the inevitable commercial plug.” 
Included among the “super-salesmen”’ 
are Rudy Vallee, Fred Allen, Irene 
Rich, Deems Taylor, Sigmund Rom- 
berg, Dr. Allan Roy Dafoe and a 
score of other prominent network 
headliners. 

Apparently quite cognizant of mer- 
chandising stunts, the publishers of 
“Poisons, Potions and Profits’? have 
resorted to a be-whiskered sales gag 
which, were it adopted by any of the 
national advertisers named in the 
hook, would undoubtedly be roundly 
condemned as more hoodwinking of 
the American public. The gag con- 
sists of a pretty pink band around 
the book’s back cover, which warns 
the potential buyer not to break the 
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Q wi FORECAST? 


Because NEWS-WEEK’S 
280,000 families are curi- 
ous about tomorrow’s 
meaning in today’s news. 
NEWS-WEEK dares 
give it to them. Its fea- 
ture page, “Periscope,” 
provides advance infor- 
mation approached only 
by expensive news serv- 
ices. Its page of opinion, 
Raymond Moley’s “To- 
day In America,” gives 
frank interpretation on 
current issues. 


NEWS -WEEK 


Five-star final 
of its field 


sacred strand “until you have pur- 
chased this book.” The band nestles 
within its confines a 36-page pamph- 
let labeled, “Consumer’s Radio Log” 
and is modestly termed a “compila- 
tion of startling new material of 
such importance that publication of 
this book was postponed in order 
that it might be included.” The sec- 
tion lists a number of network pro- 
grams and classifies the products ad- 
vertised according to Consumers’ 
Union’s ratings of “acceptable,” “not 
acceptable” and “good buy.” 


Lineage Gains 
22% in August 


Chicago, Sept. 1.—Reflecting a 
much larger than seasonal gain, pro- 
motional advertising placed in the 
advertising press during August 
jumped 22 per cent over July of this 
year, according to a tabulation re- 
leased here today. 

The August total was 291,746 lines 
against 239,078 lines for July, a gain 
of 52,668 lines. Compared with the 
August, 1936, total of 264,740 lines, 
the gain was 27,006 lines or 10.2 per 
cent. Largest users of space during 


magazines, 66,542 lines or 23 per 
cent; and radio, 32,522 lines or 11.2 
per cent, 

Other important classifications in- 
cluded advertising production, 23,- 
254 lines or 8 per cent; business 
papers, 21,336 lines or 7 per cent; 
paper, 14,476 lines or 5 per cent; 
farm papers, 14,041 lines or 4.8 per 
cent. 

This tabulation is based on the 
August lineage records of the follow- 
ing publications, whose individual 
records for the month are shown: 


Lines 
ADVERTISING AGE (W)........ 139,076 
Advertising & Selling (bw).. 41,482 
FROGS THR CW)... sc ccccccs 39,718 
Printers’ Ink Monthly....... 21,028 


St. Cloud “Times” Gets 


Radio Station Permit 


The Times Publishing Company, 
St. Cloud, Minn., has been granted 
a permit to build a broadcasting sta- 
tion. 

The station will operate on un- 
limited time. 


Gillette Plans 
Big Fall Campaign 

Gillette Safety Razor Company, 
Boston, will use the heaviest newspa- 
per schedule in its history in a fall 
campaign through Maxon, Inc. 

More intensive use of a somewhat 
smaller magazine list is planned. 


* 


PRINTING 


1 a) 
, ENGRAVING 


PRINTING 


DAY AND NIGHT SERVICE 


START 
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FAITHORN 


THE NON-STOP 


b_ ARR SRBRRI, 329.2222 x 
ail a 


FINISH 


.. He wha gains Time, gains everything 


—or inversely, lost time is total loss. The road that detours here and detours 
there may finally bring you to your destination, but at what cost! 

Why be so lavish of time when it is the one thing about which you should be 
most solicitous? Why have your printing continually detoured—one place for 
engravings, another for typesetting, and still somewhere else for presswork? 

When you put selling vehicles on the straight, smooth, fast production 
route—Faithorn 3-in-l1—you avoid all detours and wayside stops. Your jobs 
steam merrily along; arrive on time—clean, handsome, fit. 

Faithorn Ad-Setting, Engraving and Printing Departments operate DAY 
AND NIGHT. These added hours at your disposal should prove valuable to 
you — tremendously so on jobs which cannot be delayed even one hour 
without risking a heavy loss in dollars for your concern. Try us! 


FAITHORN CORPORATION 


THE Shortest DISTANCE BETWEEN TWO POINTS 


AD-SETTING ¢ ENGRAVING ¢ PRINTING ¢ 504 SHERMAN ST., CHICAGO « WAB. 7820 


the lovesick swain the longest way 
‘round may be the shortest way home. 
But to the advertiser who gets places 
ahead of competition, the longest way 
‘round is nothing but a pain in the neck 
...Which is one reason for the popularity 
of Faithorn non-stop, non-detour service 
—the shortest distance between the birth 
of a good idea and the completion of a 
perfect job... If lost time and motion in 
the production of advertising have no 
place in your scheme of things; if skilled 
handling of every detail, accelerated 
and reduced in cost by complete con- 
centration under one roof, appeals to 
you, you'll like Faithorn service... Just 
travel one job over this smooth, direct 
route and judge advantages by results. 
Faithorn service and prices must also 
be reasonable; or we wouldn't be hand- 
ling so many important accounts. 


Always the Finest at Faithorn 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all —just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 
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BADGER CAPITAL 
HAS CONSUMERS, 
RENTERS LEAGUE 


Madison, Wis., Aug. 31.—Evidenc- 
ing a widening of consumer unioni- 
zation, the Madison Renters’ League 
was formed here last week on the 
same basis as the Renters and Con. 
sumers League in Detroit. 

Decision to organize tenants of 
Madison te combat allegedly unjusti- 
fied rent increases came at a meet- 
ing of 20 organization representa- 
tives, including local labor’ union 
leaders. 


Seek Unions’ Co-operation 


Under the tentative plan of or- 
ganization drawn up by the Provi- 
sional Committee, which will remain 
in existence only until the league 
has been officially formed, local labor 
unions, consumers’ co-operatives and 
other organizations will be requested 
to affiliate with the league, and to 


RADIO, REFRIGERATION 
ADVERTISING 
EXECUTIVE WANTED 


l‘rominent edvertising agency wants man now 
actively engaged in handling advertising and 
sales promotion in the home appliance field with 
prominent company, distributor or with adver- 
tising agency engaged in handling such ac- 
counts. Must be thoroughly up-to-date and ex 
perienced in radio and refrigeration particularly 


Prefer man about 35. Good education. Now 
actively employed. Thoroughly high grade and 
dependable in every way. If possible, prefer man 
who writes or has written copy in these fields, 
as well as handled executive work on such an 
account. Excellent opportunity and good salary 
available to the right man. 


Give full details in first letter, also photograph 
if possible. Confidential. 


Box 1217, Advertising Age, Chicago 


elect delegates to the league’s cen- 
tral delegate council. 

Purposes of the league, as out- 
lined tentatively by the provisional 
committee, will be: 

“1. To conduct a vigorous cam- 
paign against exorbitant rents in 
Madison, and to bring pressure upon 
landlords by every legal means to 
bring about reductions and prevent 
unjustified rent increases. 

“2. To establish a system of col- 
lective bargaining between the league 
and the landlords, as a means of ad- 
justing grievances and disputes con- 
cerning rents, housing conditions, 
and other related subjects. 

“3. To use legal measures and 
bring pressure upon landlords and 
public authorities for prevention of 
evictions. 

“4. To seek the enactment of city 
ordinances providing stricter hous- 
ing regulations, and to bring about 
more rigorous enforcement of exist- 
ing sanitary, health and safety laws. 

“5. To seek the enactment of rent 
laws prohibiting profiteering by land- 
lords. 

“6. To conduct research and in- 
vestigations concerning taxes, up- 
keep costs, and other factors gov- 
erning rents.” 


“Hardware Journal” Now 


“Farm-Town Hardware” 

Hardware Trade Journal, Kansas 
City, Mo., has changed its name to 
Farm-Town Hardware, effective with 
the October issue. 

Editorial content will be devoted 
to towns of 10,000 and less, with no 
change in publication dates, type 
page or make-up. 


Gets Blauvelt Account 

James Blauvelt & Associates, Inc.. 
New York, interior decorator, has 
appointed Paul Frank & Associates, 
Inc., New York, to handle promotion 
for a contest developing a “Modern 
American” style of interior decora- 
tion. 


Elfstrom Appointed 
Herbert O. Elfstrom, formerly with 
United States Gypsum Company, 
Chicago, has been appointed assist- 
ant to the publisher of Earl M. Oren 


Publications, Chicago. 
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IT's BIG/ Am 


| smallest, because its 40 years of expansion into five * 


been with the bricks of good work and the cement of 
impartial, top-notch service. RAPID'S size means, that even if — 
- you are the smallest:of the small, the largest could get no more! 


Wl ELECTROTYPE CO. 


Cc I N 


NEW YORK 


PHILADELPHIA MAT & 
ATLANTIC ELECTROTY 
HOFFSCHNEIDER BROS 


NORTHERN ELECTROTYPE CO 


+ CHICAGO - 


c I 


DETROIT 


N N 


+ ATLANTA - 


re I 


SAN FRANCISCO 


PLATE CO 
PE &@ STEREOTYPE CO 


243 No Juniper St, Philadelphia 
228 E 45th Si. New York 

300 Howard Street, San Francisco 
47 Burroughs Avenue, Detroit 


WORLD'S LARGEST MAKERS OF ADVERTISING PLATES 


Getting Personal 


Albert Greenfield, a. m. of Original Julius Marcus Laboratories, Jer- 
sey City, sets sail Sept. 14 aboard the Oranje Nassau for a five week 
photographic tour through the West Indies, Venezuela and Dutch 
Guiana... C. P. Jaeger, Transamerican v.p. in charge of the Chicago of- 
fice, was around New York last week. . . Charles A. Schenck, radio pio- 
neer who has been working on a book in Nyack, N. Y., was also in New 
York last week, chiefly on business. . . 


W. A. Shands, Gainesville, Fla., General Outdoor Advertising Com- 
pany exec., has purchased a two-acre tract at Black Mountain, N. C., on 
which he will build a summer home... 


Elizabeth H. Rice, a. m. of Warner Brothers Company, Bridgeport, 
Conn., corset manufacturer, was one of the finalists in the Bridgeport 
division of a national snapshot contest, her Leica shot of two immigrant 
types taking top prize in the informal portrait group. Another Rice pic- 
ture, showing a “beef eater” standing guard in London, was used in 
Warner dealer advertising. . . 


Ronnie Bean, artist with Henri, Hurst & McDonald, Chicago, will 
return Labor Day from a vacation spent photographing and painting in 
Europe. .. Mary E. Sullivan, advertising staff artist with Richard Healy 
Company, Worcester, Mass., will become Mrs. Edwin A. McCrea Sept. 
25. He’s president of McCrea & Son, Worcester. 


Harry A. Woodman, general manager of KDKA, Pittsburgh, until 
he was transferred to NBC in New York Sept. 1, received an expression 
of high regard from the station personnel at the annual KDKA corn 
roast. The climax of the resolu- 
tion read, “Resolved, that the 
said Harry Andrews Woodman is 
appointed to the Supreme Office 
of Guest of Honor and Chief But- 
ter and Salt Man of the Corn 
Roast, enjoying all the rights, 
privileges and immunities ap- 
purtenant thereto, and that he 
bear with him to his new duties 
the warm and sincere wishes of 
this staff of success and happi- 
Saree 


B. B. Davidson, of Morris & Davidson, 

Chicago agency. gets the comments of 

Shaw and Lee, film and radio stars, on 
the 1938 model Majestic radio. 


Ruthrauff & Ryan’s radio ex- 
ecutive, Ben Larson, flew to 
Hollywood to work on a new 
Lifebuoy-Al Jolson show... 
Maury Gaffney, CBS trade news, has moved to Woodmere, L. I... E. J. 


Meehan, n.a.m., Tribune, South Bend, Ind., is spending his vacation in 
New York and Philadelphia, his former homes. . . 


Milo E. Nickel, a.m. Herald-Telegram, Chippewa Falls, Wis., won 
the Fargo Forum trophy cup, major prize, at the Northwest Daily 
Press Association’s annual golf tournament, Aug. 21 at Pequot, Minn. 
Raymond C. Dobson, News, Minot, N. D., won the runner up cup... 


Bill Cartwright, demon salesman for William G. Rambeau Company, 
radio representatives, is back at Chicago headquarters after a Pacific 
Coast trip, which he stretched by flying both ways... 


Aaron Zucker, advertising department of Bergen Evening Record, 
Hackensack, N. J., is engaged to wed Beatrice Plevy. . . Another wed- 
ding note: On Aug. 28, Ken Hedrich and Edith Hoffman were stricken 
with a serious attack of matrimony. Ken is president of Hedrich-Bless- 
ing Studio, Chicago, and Edith is assistant to A. R. MacFarland, a. m. of 
United Autographic Register Company. Mrs. Hedrich is chiefly respon- 


sible for a recent attempt to change the by-laws of the Engineering 
Advertisers Association. . 


Irving Myers, Field and Stream a. m., is back in New York from a 
vacation looking very fit. . . Charles Van Cott, p. m., Screenland Unit. 
left Sept. 1 for a drawn-out week-end in Montreal. . . 


Robert Tennyson “Dad” Stanton, pioneer in advertising, has ac- 
cepted an appointment on the national advisory board of the New York 
World’s Fair of 1939. He will represent Michigan. . . 


Allan L. Reagan, director of the New York State Publicity Bureau. 
has been practicing what he preaches by vacationing in “The State 
That Has Everything.” His boss, Conservation Commissioner Lithgow 
Osborne, former publisher of Auburn dailies, is spending some of his 
time at his summer home on Owasco lake, near Auburn... 


Henry Hornberger, American Home, is back in New York from 
his fishing trip in Nova Scotia. Tuna was his prey, but he finally com- 
promised on a big haul of bass, caught in Maine on the way back home. 


. Schwab & Beatty's Bob Beatty has returned to New York after a 
trip abroad... 


Anna Steese Richardson, associate editor of Woman's Home Com- 
panion, will “say it with flowers” as a speaker at the International Flor- 


ists Telegraph Delivery Association’s annual convention in Philadelphia 
Sept. 20. .. 


The Buchen Company's baseball feud with Henri, Hurst & MecDon- 
ald has developed into a set of thrillers with Jim Sullivan’s home run 
with two on in the last half of the ninth giving Buchen a 13-12 victory 
last week... ) 


Gayle Grubb, WKY manager. and Neal Barett, KOMA manager, have 
been named to a public relations committee of the Oklahoma City Bet- 
ter Business Bureau... Ralph Rossiter, v. p. at Kelly, Nason & Winsten. 
commutes between New York and Westport. Conn., where he has taken 
a home called “Brook Acres.” ... Bill Neal, NBC trade news chief, was 
back at his desk last Monday after a vacation wisely spent—at home. 
Commuter Neal found his home in Mattawan, N. J.. to be the ideal 
vacation spot, what with swimming and everything. . . 


Kiwanis Club notes: For the first time a Canadian has been elected 
a member of the publicity committee of Kiwanis International. Joseph 
F. Price, president of Price-Gourley Advertising Company, Ltd.. Vancou- 
ver, B. C., was accorded the honor. . . Vincent F. X. Callahan, general 
manager of WWL, New Orleans, was presented a testimonial from the 
Kiwanis Club of Washington, D. C., at a recent New Orleans Kiwanis 
luncheon in recognition of services rendered during a child’s guidance 
campaign while he was living in Washington. He was formerly with 
Stations WRC and WMAL there... 


Visitors’ Stay 


in Banking and Time. 


low fares. 


Zuests extend their New 
stay into the fall season. 
Prepare for Winter Sports 


campaign will be “New 


at strategic travel points. 
with the “fall foliage’? campaign. 


In preparation for the 


Cannon in New Hampshire. 


Petty with Pogue 


ee 


Seek to Widen 4 


in New England 


Boston, Sept. 1.— The New Eng. 
land Council will launch a fall ad. 
vertising campaign to induce visitors 
to stay in New England for the “fal] 
foliage season,” Rufus C. Maddux, di- 
rector of advertising, announced to. 
day. The fall campaign will be con. 
fined to New York newspapers and 
to full-page four color advertisements 


Copy will feature six reasons why 
New England is ideal for an autumn 
vacation, with emphasis placed upon 
scenery, sports, clear weather and 
The campaign aims to 
ave at least 3,000,000 New England 
England 


The theme of the new advertising 
England 
Ain’t Ripe Until After Labor Day.” 
In conjunction with this theme, the 
New England Council is publishing 
a brochure which will be used as a 
mailing piece, and will be distributed 


The New England Council display 
in Grand Central Station, New York 
City, will be redecorated to coincide 


winter 
sports season a great stimulus has 
been injected into New England by 
New Hampshire’s $250,000 appropria- 
tion for the construction of the first 
American aerial tramway for skiing. 
The tramway will be located at Mt. 


James W. Petty, Jr., past president 
of the Atlanta Advertising Club, has 
been appointed publicity director of 
H. & S. Pogue Company, Cincinnati. 


Leading national advertisers and agen- 
cies are finding newsprint the key to 
“quick action’’ sales and_ enthusiastic 
dealer co-operation. 

_ Our perfected four-color printing in any 
size from a broadside to a small folder is 
executed with startling precision! The 
speedy, lower-cost production will amaze 
you, too! 


Samples of recently completed color 


work for outstanding firms available on 
request. 


“‘Largest Newsprint Printers in the East”’ 


Electra Press ac 


281 STATE STREET, 
BROOKLYN,N.Y. 
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September 6, 1937 


ENLIST ALLIED 
GROUPS IN NEW 
G-E PROMOTION 


Suppliers, Utilities Embraced 
in Contest Program 


(Picture on Page 1) 


New York, Sept. 2.—General Elec- 
tric Company today announced plans 
for launching two comprehensive ad- 
vertising and promotional programs 
of a scope broad enough to enlist the 
co-operation of all suppliers of qual- 
ity home building and furnishing ma- 
terials and commodities, and of a 
magnitude designed to effect promo- 
tional expenditures aggregating sev- 
eral million dollars. At the same 
time, the promotions will advance 
the specific idea of “the electrical 
standard of living,” designed to stim- 
ulate sales not only of G-E products 
and services but those of other elec- 
trical manufacturing and_ service 
companies. 

Believing that the opportunity ex- 
ists to spur, on a national scale, the 
entire home-supply field and that 
the greatest benefits for itself can 
be obtained through multiple-indus- 
try co-operation, the company has 
prepared two eight-page gray-and- 
white announcements of two types 
of prize contests. These folders will 
be distributed to their subscribers 
by local utility companies, which, 
with their lists of users of electrical 
and gas services, are expected to 
play a key role in the promotions. 

Called the “new American better 
living contest to realize the elec- 
trical standard of living,” the first 
contest will break in General Elec- 
tric advertisements in October mag- 
azines and features 102 prizes, total- 
ing $40,000. Contest provisions will 
call for 100-word essays on “The 
electrical way of living appeals to 
me, particularly, because—.” First 
and second winners will receive $12,- 
000 and $8,000, respectively, the sums 
to be applied to the building of a G-E 
equipped home. Beginning Oct. 2, 
a series of 10 weekly prizes of $200 
will be awarded to the letter writ- 
ers, with the winners of the two 
grand prizes to be announced Dec. 
27. The contest will be advertised 
in nine weekly and monthly con- 
sumer magazines. 

While it is admitted that this con- 
test will be fairly closely identified 
with the General Electric name, in- 
asmuch as it will be featured in com- 
pany magazine advertisements and 
over the air during the “Hour of 
Charm,” and since letters will be 

(Continued on Page 31) 
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8:30 BM. TUESDAY 


‘Photoplay’ in 
Tie-up to Sell 
New Large Size 


New York, Sept. 2.—A quadruple 
tie-up has been arranged to introduce 
the new large size which Photoplay 
will use effective with its October is- 
sue, on sale Sept. 10. Included in the 
arrangement are the Western Union 
Telegraph Company, Florists Tele 
graph Delivery Association and 
Metro-Goldwyn-Mayer. 

The basis of the tie-ups is Photo- 
play’s cover for October, a full cover 
photograph of Joan Crawford, against 
a background of chrysanthemums. 
Miss Crawford sent Ruth Waterbury 
and Ernie Heyn, editors of Photo- 
play, a wire of congratulations. This 
wire, in miniature size, is being dis- 
tributed by Liberty boys to the tune 
of a million copies; a jumbo wire, 
including the Photoplay cover, will 
be put up on 3,500 Western Union 
branch office windows for a period 
of from seven to ten days and a 
giant reproduction of the wire will 
appear on the sides of the trucks 
owned by the magazine wholesalers 
who distribute Macfadden Publica- 
tions. 


Florists Take Hand 


The florists are tying in because of 
the chrysanthemums on the Photo- 
play cover and the flower-wiring 
angle in the telegram. A special pos- 
ter featuring chrysanthemums and 
Photoplay, and showing the cover 
prominently is being made up for 
florist window displays. The F.7.D.A. 
News is giving the tie-up prominent 
mention. 

Another poster, featuring the 
Photoplay cover and plugging Joan 
Crawford in her latest picture, “The 
Bride Wore Red,” is the basis of the 
tie-up with Metro-Goldwyn-Mayer. 
The cinema company’s exploitation 
book will tell theater exhibitors 
about the possibilities of reciprocal 
window displays with Macfadden 
representatives and florists. 


Add Chicago 
Spectacular to 
Coca-Cola List 


Chicago, Sept. 2.—Coca-Cola Com- 
pany, already a large user of elec- 
trical spectaculars, added another to 
its list last night when a brilliant 
sign at Michigan avenue and Ran- 
dolph street was unveiled. The new 
display, built by General Outdoor 
Advertising Company, has high at- 
tention value during the day as well 
as at night. 

The entire facing and channel let- 
ters are of brilliant porcelain en- 
amel and the sign is said to be the 
largest in the world so treated. It 
is 52 feet high and 70 feet in length. 
The familiar Coca-Cola trade-mark is 
carried out with a solid background 
in brilliant red, the Coca-Cola letters 
in white, “The pause that refreshes” 
in yellow and the border in three 
shades of green. 

After dark the display becomes 
alive with scintillating light, color 
and action. Studded in the spectac- 
ular are_more than 10,000 lamps and 
one-third mile of neon tubing in a 
bright array of colors. 

The effervescence of Coca-Cola is 
simulated in bubbles which, outlined 
in electric lights, rise to the top of 
the display. 


Two for Ridgway 


The Ridgway Company, Inc., St. 
Louis, has been appointed to handle 
the advertising of Jackes-Evans Mfg. 
Company, manufacturer of wood 
heaters, and of Presstite Engineer- 
ing Company, maker of asphalt mas- 
tic, St. Louis. 


Agency Moves Office 


Lester Harrison Advertising 
Agency, New York, has moved its 
offices from 48 W. 48th street, to 14 
W. 40th street. Lewis Nemerson, 
formerly divisional advertising man- 
ager of Namm’s, Bloomingdale’s and 
The Hecht Company, has joined the 


agency. 


Let’s 


Go !! 


Every Industrial Advertising Man and Sales Executive Should Attend the 


N.LLALA. 


15th Annual Industrial Sales Promotion and 
Advertising Conference and Exposition of the 
National Industrial Advertisers Association to 
be held at the Edgewater Beach Hotel, Chicago, 
Wednesday, Thursday and Friday, September 


22, 23 and 24. 


What Committee Chairmen Say 


William 
E. McFee, 
Presi- 
dent, N a- 
tional In- 
dustrial 
Adver- 
tisers As- 
socia- 
tion: “This 
forth- 
coming con- 
ference will 
amaze you 
in the rich 
beauty and 
design of 
its common 


helpful- 

ness. You 

see, like 

everything 

—— apcaseed else the 
WILLIAM E. McFEE N. I. A. A. 
President, National Industrial Ad- does, it is 


vertisers Association measured 


by the gage of tangible material benefits.” 
Wm. D. Murphy, General Chairman, Chicago: 
“Chicago, Milwaukee and St. Louis are proud 


to sponsor such a gathering and I personally am 
continually encouraged by the enthusiastic energy 
of every member of the organization from these 
three cities who are turning plans into realities.” 


H. D. Payne, Chairman, Attendance Promotion 
Committee, Chicago: “It is of prime importance 
to every industrial sales executive and advertising 
man to attend this N.I.A.A. Conference and Con- 
vention for here old ideas will be brought to life 
again and, if I am any sort of a prophet—really, 
truly, new ideas will be born.” 


George Hansen, Chairman, Exhibit Committee, 
Chicago: “Publications, service and supply organ- 
izations, and the advertisers themselves are stress- 
ing the educational value of their exhibits so that 
he who sees may learn.” 


Ralph FE. Williams, Chairman, Entertainment 
Committee, Chicago. “All work and no play? I 
should say NOT. We'll not attempt description 
of the indescribable except to say that the show 
must and will go on and that it definitely will be 
‘terrific, colossal and stupendous’.” 


Mrs. Wm. D. Murphy, Chairman, Ladies Hospi- 
tality Committee, Chicago: “We are going to turn 
the tables at the September Conference. The list 
of events planned to make the three days enjoy- 
able for the women is growing at such a rate that 
the husbands will never be missed.” 


N.1.A.A. Conference Committee 


WRITE COMMITTEE CHAIRMAN FOR INFORMATION YOU MAY DESIRE 


WM. D. MURPHY, General Chairman—Sloan 
Valve Company, 4300 W. Lake St., Chicago, III. 

E. J. GOES, Vice Chairman—The Koehring Co., 
8026 W. Concordia, Milwaukee, Wis. 


O. R. FRENCH, Vice Chairman—Oakleigh R. 
French, Inc., 4235 Lindell Blvd., St. Louis, Mo. 


PROGRAM 
R. W. STAUD, Chairman—Benjamin Electric Mfg. 
Co., Des Plaines, Ill. 


H. W. STOETZEL, Assistant Chairman—Republic 
Flow Meters Co., 2240 Diversey Pkwy., Chicago, 
Ill. 


DELBERT KAY, Vice Chairman—Nordberg Mfg. 
Co., 3073 S. Chase St., Milwaukee, Wis. 

CARL DIETRICH, Vice Chairman—Wagner Elec- 

tric Corp., 6400 Plymouth Ave., St. Louis, Mo. 


ATTENDANCE PROMOTION 


H. D. PAYNE, Chairman—Chicago Molded Prod- 
ucts Corp., 2145 Walnut St., Chicago, Ill. 

A. J. ANDREWS, Vice Chairman—Bucyrus-Erie 
Co., S. Milwaukee, Wis. 

H. VON P. THOMAS, Vice Chairman—Bussmann 
Mfg. Co., University at Jefferson, St. Louis, Mo. 


PANELS AND EXHIBITS 


G. A. HANSEN, Chairman—Steel Sales Corp., 129 
S. Jefferson St., Chicago, II. 

A. H. OBERNDORFER, Vice Chairman (Panels)— 
Hevi-Duty Electric Co., 4212 W. Highland Blvd., 
Milwaukee, Wis. 

WALTER E. SCHUTZ, Vice Chairman (exhibits) 
—Perfex Controls Co., 415 W. Oklahoma PI., 
Milwaukee, Wis. 

CHAS. KISTENMACHER, Vice Chairman—James 
R. Kearney Corp., 4236 Clayton Ave., St. Louis, 
Mo. 


ENTERTAINMENT 


RALPH E, WILLIAMS, Chairman—B. F. Gump 
Co., 431 S. Clinton St., Chicago, IIl. 


CHAS. CRABB, Vice Chairman—Wrought Washer 
Mfg. Co., 2100 S. Bay St., Milwaukee, Wis. 


C. P. TAPSCOTT, Vice Chairman—McQuay-Nor- 
ris Mfg. Co., 2320 Cooper St., St. Louis, Mo. 


PUBLICITY 


STUART G. PHILLIPS, Chairman—The 
Valve Co., 1901 Carroll Ave., Chicago, IL. 


FOREST J. NELSON, Vice Chairman—MacWhyte 
Company, Kenosha, Wis. 


CHAS. W. BOLAN, Vice Chairman—Carter Car- 
> ioe Corp., 2834 N. Spring Ave., St. Louis, 
0. 


Dole 


HOTEL AND REGISTRATION 


B. R. GRAFF, Chairman—Creamery Package Mfg. 
Co., 1243 W. Washington St., Chicago, II]. 


R. C. SCHILBAUER, Vice Chairman—704 S. 11th 
St., Milwaukee, Wis. 


N ELSON GREENE, Vice Chairman—Watlow Elec- 
tric Mfg. Co., 1820 N. 23rd St., St. Louis, Mo. 


TRANSPORTATION 


P. M. GARDANIER, Chairman—R. G. Haskins 
Co., 4636 W. Fulton St., Chicago, III. 


C. E. WERNER, Vice Chairman—Galland-Henning 
Mfg. Co., 2753 W. 31st St., Milwaukee, Wis. 


ART KOEHLER, Vice Chairman—Frank Adams 
Electric Co., 3650 Windsor Pl., St. Louis, Mo. 


This advertisement through courtesy of 


ac Ra¢ 
merica’s Greatest Buying Guide 
18 East Huron Street 


Chicaso NEW EQUIPMENT DIGEST 


industry's Greatest Newspaper 

New Products and Materials 
Mechanical Improvements 

11 East Huron Street, Chicago, lilinois 


Industrial Activities 


SERVICE EQUIPMENT DIGEST 


EQUIPMENT FURNISHINGS SUPPLIES 
Restaurants Hotels Clubs Hospitals Jobbers 
Eleven East Huron Street 


CHICAGO, ILL. 
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Chicago, Sept. 3.—Retail display |JUY 19 ---0--+--0rcsreeeree ees 2s . “a _ : 
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ENLIST ALLIED 
GROUPS IN NEW 
G-E PROMOTION 


(Continued from Page 29) 


forwarded to the company for judg- 
ing, nevertheless, it is pointed out, 
the contest is being set up so as to 
permit other companies to tie in 
with it. 


New Homes Featured 


Co-operative industry emphasis, 
however, is being placed upon the 
second contest which has _ been 
drawn up to appeal to new home 
owners. In this campaign, to be cen- 
tered around “the new American 
home building contest to realize 
more fully the electrical standard 
of living,” G-E will accept an en- 
tirely subordinate position and will] 
be only one of the national manu- 
facturers capitalizing on a promo- 
tional activity to be primarily spon- 
sored by the utility companies, which 
are expected to set up local com- 
mittees to judge the merits of new 
and remodeled houses in their local- 
ities and to award prizes to the win- 
ners. 

In both local and national contests, 
the houses entered will be scrutin- 
ized on a 10-point, “two-fisted” scale 
of values, while entrants will be 
compelled to fill out a form on which 
they will indicate how their houses 
measure up to contest specifications. 
It is pointed out that whereas the 
first “fistful” of points are basic in 
relating to such matters as sound 
construction, good location and archi- 
tecture, quality materials and equip- 
ment, landscaping and interior dec- 
oration, and sound financing, the 
second “fistful” pertains to “better 
living’—new materials, plumbing 


IF YOU 
KNEW ALL 
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SAVE ONE 
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DAY... v0 


WANTED PROOF OF 
THAT, IF YOU WANTED 
THE BEST OF 'STATS, 
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RAPID 


COPY SERVICE CO. 


6 BRANCHES: NEW YORK, 415 Lexing- 

ton, 444 Madison, VAnderbilt 3 - 3680. 

CLEVELAND, Ninth — Chester Bidg., 

MAIn 9335 @ CHICAGO, 110 So. Dear- 

born, 228 No. La Salle, 360 No. Michigan 
Ave., STAte $977. 


RISES FROM SEA 


New vertical radiator of Station WFOY, 

St. Augustine, Fla., rising 200 feet from 

a solid rock foundation ten feet below 
the salt water marsh. 


and sanitation, heating and air con- 
ditioning, insulation and sound- 
deadening, and electrification—and 
that the judging will consequently be 
based on the latter points. No house 
should be entered, it was explained. 
which was deemed below standard 
in regard to the first five points. 


Suppliers to Co-operate 
With the campaign placed on such 
a broad basis, it is expected that 
manufacturers of building supplies 
will follow G-E’s example and offer 


Jewelers Told 
Heavier Sales 


Effort Needed 


New: York, Sept. 1.—Jewelry re- 
tailers, wholesalers, and manufactur- 
ers must sell their wares more ag- 
gressively if they are to compete suc- 
cessfully with those engaged in pro- 
ducing and marketing radios, auto- 
mobiles, household appliances and 
other “sold not bought” products, all 
of which must capture some share of 
the “marginal-dollar income” in or- 
der to exist and flourish. 

This message was brought to dele- 
gates attending the 32nd annual con- 
vention of the American National 
Retail Jewelers Association, in ses- 
sion here last week at the Waldorf- 
Astoria, by H. W. Newell, vice-presi- 
dent, Geyer, Cornell & Newell, Inc. 


Business Volume Up 


Successful jewelers’ competition 
operates on the principle that people 
must be “sold, not bought,” he said, 
while pointing out the advantage to 
jewelers of using silverware, which 
is strongly advertised and merchan- 
dised and, moreover, falls within the 
range of goods that have to be 


“bought” by home keepers, as a lever 
to swing more sales of all goods car- 
ried by jewelry stores. 

Between and during formal ses- 
sions, 3.500 members crowded the 
aisles and booths of the exposition, 
held in conjunction with the conven- 
tion. Comprised of more than 125 
exhibits, 50 per cent more than in 
last year’s show, the exposition was 
said to be the scene of business ac- 
tivity equalling in dollar volume that 
of 1930. 


Jiirgensen Lists Schedule 


A decided tendency was evidenced 
by makers of better grade watches to 
merchandise their products more ag- 
gressively, with budgets for national 
advertising being provided for, for 
the first time, or substantially in- 
creased. Noteworthy among the for- 
mer was the reported plans of Jules 
Jiirgensen, watchmaker “established 
in 1740,” to inaugurate national ad- 
vertising with a campaign this fall 
in such magazines as Esquire, For- 
tune, The New Yorker, and Stage, for 
watches priced at from $10,000 to $50. 
Initial copy will feature reproduc- 
tion of a painting of an eighteenth 
century young couple as they peer 
into a window above which swings 
the shingle of the Copenhagen 
watchmaker Jiirgensen. 


prizes nationally to owners of out- | 


standing houses utilizing their prod- 
ucts, which will be in addition to the 
prizes offered locally by utility and 
other interested companies. Only 


winners of these local contests will | 


be eligible for the national prizes, 


and, while all entry blanks may be | 


mailed to the New American Home 
Building Contest, at a post-office box 
number in New York, the latter will 
serve only as a clearing house to 
route entries into proper local chan- 
nels. 

On the front page of the contest 
announcement, space is left for list- 
ing of prizes to be set up by the 
local committees. On the back page, 
it is stated that “additional awards 
may be offered by others. The Gen- 
eral Electric Company, for example, 
has signified its intention of award- 
ing substantial prizes for the G-1 
equipped homes. . .” Although not 
mentioned in the folder, it was an- 
nonunced that these prizes will con- 
sist of ten $1,000 awards. Closing 
Oct. 31, 1938, the contest will be re- 
stricted to owners of homes built or 
remodeled during the period starting 
\ug. 15, 1937, and ending with the 
closing of the contest. 

The utility companies are eagerly 
falling in with the general outlines 


of the plan, it was said, with orders | 


already received from them for ap- 
proximately eight million copies of 
the two announcements and with in- 
dications pointing to a total of 15 
million within the next 10 days. If 
this latter figure is reached, it was 
pointed out, it will be only five mil- 
lion short of the total number of 
wired houses in the country. 


Now Hammond Instrument 

Hammond Clock Company, Chi 
cago. has changed its name to Ham- 
mond Instrument Company since the 
business now includes electric or- 


gans in addition to clocks. 


Yanhee Chain 
Develops Map 
of Time Zones 


Boston, Sept. 2.—Distributed in 
conjunction with an electric clock 
to advertisers and agency men 
throughout the country, a unique 
“zone” map, showing time divisions 
throughout the country, has been 
prepared by the Yankee Network. 

The map is brought up to date to 
include Michigan in the Eastern time 
zone and each of the divisions car- 
ries a clock showing that when it is 
4, for example, in the Pacific Coast 
division it is 7 p. m. in the Eastern 
division, with Mountain and Central 
likewise marked off. 

In the distribution of the clocks 
the network had the office of each 
recipient checked by a messenger to 
determine the correct voltage so that 
the clock could operate satisfactor- 
ily in the key executive’s office. 


Opens Detroit Office 


Erie Lithographing & Printing 
Company, Erie, Pa., has opened an 
office in Detroit at 401 New Center 
bldg. The telephone number is 
Madison 1170. 


word does get around. iui x0: 


fast enough. So if vou haven't been told ‘over the fence” 


how we are clicking .. . that we have doubled our space and 


capacity and re-equipped with the most modern machin- 


ery ... then may we send a representative to tell you? 
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men presentation portfolio and deal- campaign’s reports on financial ang 
MAIL LEADERS er helps. industrial information. 
The Columbia Broadcasting Sys- The Progressive Grocer, New 
tem, New York, V. M. Ratner. Radio York, R. L. Linder, promotion man. 
—recreational—mailings sent to all ‘ e ager. Publishing—designed to pro. 


SELECTED AND 
WORK PRAISED 


(Continued from Page 1) 

cago, Ill., John Mannion, advertising 
manager. General industry—mailed 
to lists supplied by distributors and 
licensees of Company, to increase 
use of “Vitallium” and protect its 
identity. good will, ete., in dental 
profession. 

Bakelite Corporation, 
Allan Brown, advertising manager. 
reneral industry—mailed to manu- 
facturers to find new markets and 
maintain prestige already gained. 

Bausch & Lomb Optical Com- 
pany, Rochester, M. C. Williamson, 
advertising manager. Personal serv- 
ice—mailed to distributors—dealer 


New York, 


helps—to build good will and ac- 
ceptance of products featured. 
Camden Fire Insurance Associa- 
tion, Camden, Clark W. Smitheman, 
production manager. Insurance— 
designed to help their salesmen se- 
cure more business. Mailed to 


prospect list sent in by salesmen on 
cost sharing basis. 

Canadian Industries, Inc., (Cello 
phane Division), Montreal, Spalding 
Black, advertising manager. Gen- 
eral retailing—Designed to follow 
through and capitalize on previous 
efforts. Mailed to present and po- 
tential users of “cellophane.” 

The Central Manufacturer’s Mu- 
tual Ins. Co., Van Wert, O., Paul 
W. Purmort, assistant secretary. In- 
surance—mailed to lists furnished 
by local agents to help increase 
sale of insurance policies. 

Cluett, Peabody & Co., Inc., New 


York, C. A. Phillips, advertising 
manager. Wearing apparel —sales- 
MARKET RESEARCH 


When you have a difficult merchandising 
problem, involving a possible change in 
policy, let us submit our plans for its 
solution before you reach a decision. 


ARTHUR C. WEICK COMPANY 
20 W. Jackson Blvd. Chicago 
Wabash 5379 


Mailing Service 
Multigraphed letters filled-in equal 
to individually typewritten ones. 
ADDRESSING: MIMEOGRAPHING 


THE LETTER SHOP, Inc. 


44@ So. Dearborn St., Wabash 8655 
CHICAGO 


major advertisers and agencies. 

Consolidated Edison Company of 
N. Y., Inc., H. R. Henderson. Pub- 
lic Utilities—tied in with newspaper 
and outdoor advertising sent to 
home and apartment house owners. 

Cosmopolitan Magazine, New York, 
Malcolm G. Rollins. Publishing— 
mailed to advertising and sales ex- 
ecutives—designed to contain letters 
re-selling the reprints of Cosmopoli- 
tan’s Own newspaper and business 
paper advertising. 

Gilbert Cummins & Company, 
Baltimore, H. Blumenthal. General 
industry—mailed to retail jewelers 
and dentists to induce sale of old 


gold, silver and platinum to com- 
pany. 
The Duplex Envelope Co., Rich- 


mond, Edgar D. Brooke, advertising 
manager. Social Service—mailed to 
clergymen to sell donation envelopes 
to churches. 
Thomas A. 
Orange, N. J. 


Edison, Inec., West 
J. E. Sease, Ediphone 
division. Business Service—mailed 
to business executives to educate 
and interest them in the advantages 
of Ediphone “Voice Writing.” 

The Euclid Road Machinery Co., 
Cleveland, H. E. Orr, advertising 
manager. Construction—mailed to 
contractors to dramatize unusual 
mechanical features of this hauling 
equipment. 

The Flintkote Company, New 
York, L. Rohe Walter, advertis- 
ing manager. Building Materials 
purpose of campaign to _  fa- 
miliarize stockholders with products 
manufactured; to promote sale of 
new and established lines to many 
markets; to help dealers, etc. 


Lang in the List 


General Electric Company, Sche- 
nectady, C. H. Lang, manager pub- 
licity department. Machinery— 
mailed to steel mill customers to 
familiarize engineers of the large in- 
dustrial plants with this type of 
modern switch gear. 

The Leon Godchaux Clothing Co., 
Ltd., New Orleans, Wm. R. McHugh, 
Jr., new business dept. Department 
Stores—revived inactive accounts— 
unusual letter campaign. 

Goodall Company, Cincinnati, El- 
mer L, Ward, president. Wearing ap- 
parel—mailed to Retailers—pro- 
moting sale of Palm Beach suits. 

The M. A. Hanna Company, Phila- 
delphia, F. G. Frey, assistant gen- 
eral sales agent. Fuel & Heat— 
designed to secure new dealers and 
to help present dealers sell more. 


product is designed to reach! 


MILLIONS OF SUBWAY RIDERS DO! 


You may not find a WBNX listener in a luxurious, private 
railroad car. But you'll be sure to find him and some 4,000,000 
like him, on the subway. He's the man who works for a living 
and spends a liberal portion of 
his income on standard adver- 
tised goods. He's the mass pur- 
chasing type . . . the kind your 


“It's the Four Million who Listen toW BNX" 


1000 warts cay AND NIGHT 


WBNX cx 


YORK 


Ma 


The rates for this department are 

“Help Wanted,” ‘Positions 
“Representatives Available,” 30 cents 
cash with order. 


All other classifications (single insertion rates): % in., $2.75; 


$4.75 per inch. Write for descrintive 


insertions. 


Wanted,” 


V 


as follows: 

“Representatives Wanted,” and 
a line, minimum charge $1. Terms 
1 to 3 in.. 


folder describing discounts for term 


HELP WANTED 


POSITIONS WANTED 


Wanted, young Advertising Director 
—preferably one now second man on 
staff of some successful publication 
or group. Must be capable of taking 
complete charge of publication's sales 
story and directing space salesmen. 
The man we want must be a cracker- 
jack salesman himself, possess per- 
sonality and organizing intelligence. 
Give full details first letter, snapshot 
of self if available, and few lines in 
own handwriting. All communications 
held confidential. 

Box 1213, ADVERTISING AGE, N. Y. 


AN OPPORTUNITY .... 
combination artist—production- 
who can create original art 
finish up and follow through 
on plates and production. With ag- 
gressive agency in city about four 
hours from Chicago. Don't hesitate 
to write fully about yourself and 
your work in strict confidence. Ad- 
dress 

Box 1216, ADVERTISING AGE, Chgo. 


for 
man 
ideas, 


ADVERTISING PROMOTION 
COPYWRITER 


Young man or woman, close associa- 
tion with fashion trades to write 
clear original copy for outstanding 
publication. State details. Confiden- 
tial. 

Box 1215, ADVERTISING AGE, N. Y. 


ADVERTISING RESEARCH OR 
SALES, sincere worker, college grad- 
uate, connection with agency, publi- 
cation, or research company, require 
reasonable salary but will consider 
commission arrangement. 

Bernard Fischer 

1421 Crotona Avenue, N. Y. C. 


AVAILABLE 
SPACE SALESMAN 

12 years successful experience with 
trade publications in home furnish- 
ings, radio and major appliance fields. 
Age 41, Christian, will locate any- 
where. 

Box 1214, ADVERTISING AGE. N. Y. 


HOUSE TO HOUSE DISTRIBUTORS 
Guaranteed weekly circular and sam- 
ple distribution to 20,000 homes_in 
N. W. Nebraska and western S. Da- 
kota. 6x9 or smaller, $2.50 per 1000. 
ASSOCIATED DISTRIBUTORS 
Rox 5, Ardmore, So. Dakota 
The house that service built. 


PHOTO REPRODUCTIONS 
YOUR PHOTOS reproduced by the 
Multiprint Quality Process, as low as 
le each in 500 lots. Write for sam- 
ples; prices. MULTIPRINT COM- 
PANY, 668 Lake Shore Drive, Chicago, 
Illinois. 


POSITIONS WANTED 


TEXTILE ADVERTISING 


An Industrial Manufacturer can prof- 
itably use the twelve years of broad 
advertising and merchandising expe- 
rience I have acquired with two lead- 
ing building material manufacturers. 
Personal assets are: initiative, imag- 
ination, the ability to create effective 
presentations, a thorough knowledge 
of advertising mechanics, and the am- 
bition to do an outstanding sales pro- 
motion job. My age is 35 and am not 
married, 

Box 1209, ADVERTISING AGE, Chgo. 
SOUND SLIDE FILM WRITER 
Experienced advertising, merchandis- 
ing, publicity. Have contacted, 
planned, created, written complete 
programs for leading advertisers, 
training, promotion and consumer 
films. Prolific producer. Good idea 
man. Take entire charge of film pro- 
grams and allied promotion. Excel- 
lent references, samples. Will con- 
sider change offering real opportu- 

nity. Minimum salary $6,500.00. 
Box 1211, ADVERTISING AGE, Chgo. 


Copywriter, account executive, with 
wide experience, exceptional ability, 
seeks good connection, 

Box 1210, ADVERTISING AGE, Chgo. 


Cartoons and Figure Lllustration 
SKYLER VANTZ 
1 West Superior St., Chicago 


Woven and printed labels and adver- 
tising novelties for the clothing, head- 
wear, furniture and allied trades. 
If it’s woven or printed on a textile, 
we make it! 
LEON FREEMAN 


404 S. Wells St., Chicago, Ill. 
Phone HARrison 4267 


MISCELLANEOUS 


ILLUSTRATED ADVERTISING 
MATERIAL 
sales letters, house organs, price lists, 


booklets, ete., ete.; reproduced direct 
from your copy, by newest printing 
process. 


Expensive typesetting and costly 
cuts are not necessary!! Think of the 
savings! 

300 COPIES (size 8%x11") $2.50 
Additional hundred copies only 25c 

Even lower prices in quantities. 

Any size can be furnished. 
Send for samples. 
Laurel Process, 480 Canal St., N. 


PHOTO POST CARDS 

SEND FOR FREE SAMPLES OF OUR 
NEW PHOTO AD-CARD. A new and 
novel idea in selling that brings re- 
sults. Don’t overlook this opportunity 
for additional profits. Write today. 

GRAPHIC ARTS PHOTO SERVICE 

3rd & Market Sts., Hamilton, Ohio 


YY. 


Harbour Coal Company, Ltd., To- 
ronto, W. A. Walkover, president. 
Fuel & Heat—campaign divided into 
three parts—to teach consumer, help 
dealer and to keep dealer sold on 
product. 

Iron Fireman Mfg. Co., Cleveland, 
Dale Wylie, sales promotion man- 
ager. Fuel & Heat—sent to consumer 
prospects in all fields—designed to 
bring in direct inquiries and to as- 
sist salesmen in closing sales. 

The Linen Thread Co., Inc.. New 
York, Sam Barbour, vice president. 
Textiles—mailed to shoe manufac- 
turers to sell campaign’s product. 

Mathews Conveyor Co., Ellwood 
City, Pa., W. J. Ramsey, advertising 
manager. Machinery—to promote 
sale of Mathews conveyors and con- 
veyor systems. 

Mills Novelty Co., Chicago, James 
T. Mangan, advertising manager. 
Machines—recreational—designed to 
sell machines to distributors and op- 
erators. 

Monarch Life Ins. Co., Springfield, 
Mass., J. A. Young, assistant secre- 
tary. Insurance—conservation pro- 
gram—mailings sent to prospective 
policy holders, new policy holders— 
and to policy holder at times of de- 
linquency. 

Nash-Kelvinator Corp., Detroit, W. 
H. Hanna. Home Furnishings — to 
identify dealer with “electric cook- 
ery” and sell housewives the advan- 
tages of the modern electric kitchen. 

National Broadcasting Company, 
New York, E. P. H. James, promo- 
tiom manager. Radio-Recreational— 
mailings divided into two classifica- 
tions—sales and institutional—sales 
devoted to selling broadcast time 
and talent—institutional to impress 


on the public high standards of show- 


manship maintained by NBC. 

The National Cash Register Com- 
pany, Dayton, Ohio, George Haig, 
director of advertising. Business 
Service—sent to department store 
executives. 

National Enameling & Stamping 
Company, Milwaukee, Dale D. Kars- 
taedt, advertising manager. Home 
Furnishings—mailed to electrical 
wholesalers, dealers and utility ex- 
executives to publicize and promote 
extensively the company’s new and 
improved 1937 models. 

New Departure (Division General 
Motors Corp.), Bristol, Conn., C. B. 
Beckwith, advertising manager 
General industry—(brakes) designed 
to get more specifications for com- 
pany’s brakes on orders for bicycles. 
Aimed particularly at department 
stores, chain stores, etc. 

The J. M. Ney Company, Hartford. 
Conn., W. P. Conklin, Jr., advertis- 
ing manager. General industry— 
(metals) mailings sent to dental 
dealers, laboratories to aid in selling 
more of company’s alloys. 

Phoenix Metal Cap Co., Chicago, 
H. J. Higdon, advertising manager. 
General industry—(metal caps) pur- 
pose of mailing to build good will 
arouse interest and secure coopera- 
tion of men in allied industries— 
sent to many classifications of busi- 
ness. 

Pontiac Motor Division (General 
Motors Sales Corp.), Pontiac, Mich.., 
S. C. Bray, manager. Automotive 
—a campaign that helped dealers 
and salesmen reach automobile pros- 
pects in 1937. 

Poor’s Publishing Co.. New York 
M. B. Hallett, vice-president. Busi- 
ness Service—mailed to bankers and 


business executives selling value of | 


mote sales of advertising space— 
mailed to manufacturers, agencies, 
etc. 

R K O Radio Pictures, Inc., New 
York, Leon J. Bamberger, sales pro. 
motion manager. Recreational— 
mailings to motion picture exhibi. 
tors selling R K O releases. 


Other 1937 Leaders 


Roberts & Mander Stove Com. 
pany, Philadelphia, J. T. Baral, Jr., 
advertising manager. Home Fur. 
nishings—dealer helps—emphasizing 
new features in campaign’s products, 

Servel, Inc., Evansville, Ind., H. §. 
Boyle, sales promotion manager, 
Home Furnishings—to contact new 
prospects and inform distributors 
and dealers of various dealer helps 
available. 

Sherman, Clay & Company, San 
Francisco, E. Boldthwaite, advertis- 
ing director. Educational (Pianos), 
In this campaign the company built 
its mailing pieces and theme around 
a little girl depicting her life cycle 
starting at the age of seven and con- 
cluding two generations later— 
mailed to prospective buyers of 
standard make pianos. 

Standard Register Company, Day- 
ton, Ohio, M. A. Spayd, administra- 
tive executive. Business Service— 
Instructions sent to sales. force 
showing how to use vast direct mail 
campaign prepared by company and 
complete set of pieces in campaign. 

Synthane Corporation, Oaks, Pa., 
R. R. Titus, president. General in- 
dustry—aimed to supplement calls 
of company salesmen and represen- 
tatives and to establish company as 
a dependable source for product— 
mailed to manufacturers. 

Wagner Electric Corporation, St. 
Louis, C. B. Dietrich, advertising 
manager. Machinery—aimed to sup- 
plement and aid salesmen in their 
personal selling efforts—to fill the 
gaps between salesmen’s calls. 

Wailes Dove-Hermiston Corpora- 
tion, New York, Julio F. Sorzano, 
manager, industrial division. Paints 
—purpose of campaign was to ap- 
point industrial supply distributors 
to handle company’s products and 
to stimulate sale of products. 

The Warner & Swasey Co., Cleve- 
land, H. W. Fortey, director of ad- 
vertising. General industry—(Tur- 
ret Lathes) mailed to “top-bracket” 
and shop executives. Used also as 
a supplement to sales story used 
by company representatives and to 
synchronize with advertisements ap- 
pearing in trade papers and class 
magazines. 

Winthrop Chemical Company, New 
York, Adam P. Piret, advertising 
manager, Pharmaceutical—mailed 
to physicians—to influence, to edu- 
cate, and to win good will of the 
medical profession. 

Station WOR, New York, Joseph 
Creamer, manager, sales promotion. 
Radio-Recreational—purpose of cam- 
paign was to sell station as a whole 

it was mailed to leaders, agency 
time-buyers and to national adver- 
tisers. 


{—e_—_—_ 


AFINEHOTEL 


in the 
GRAND CENTRAL ZONE 
Opposite the Waldorf-Astoria 


Single, $4 - - - Double, $6 


Featuring two-room suites from 
daily. Serving Pantries, Electric Re- 
frigeration. 
e 
Special monthly and yearly rates 
e 


Excellent Restaurant 
and 
Duplex Cocktail Lounge 
Air-Conditioned 
Music during Cocktail and 
Dinner Hour 


125 EAST 50th ST. 
WM. A. BUESCHER, Manager 
NEW YORK 
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SUPPLIERS AID 
IN PROMOTION 
OF FALL SALE 


Forty Go-operate with Detroit 
Establishment 


Detroit, Sept. 2—What may her- 
ald a new era of co-operation be- 
tween retail store and national ad- 
yertisers under fair trade laws be- 
gan to function in high gear here 
this week with initial promotion in 
behalf of the September sale of 
Crowley, Milner & Co. 

Outdoor postings, radio, news- 
papers and window and interior dis- 
plays were enlisted in a 50-50 co- 
operative effort between the store 
and its suppliers. The plan was of- 
tered to virtually all of the sources 
supplying Crowley’s with merchan- 
dise, and 40 of them have endorsed 
the idea and actively joined in its 
promotion. 

Crowley’s made its statement of 
policy in a large-size brochure ad- 
dressed to national advertisers. The 
booklet, signed by President James 
B. Jones, was a complete presenta- 
tion of the Crowley facilities inso- 
far as they concerned the national 
advertiser. Stressed was the fact 
that Crowley’s makes a specialty of 
promoting branded merchandise, and 
holds strictly to manufacturers’ 
prices. 

Statement of Policy 


The booklet said, “Please let it 
be understood that Crowley, Milne: 
& Co. has always respected the 
rights of trade-mark owners in desig- 
nating the prices at which their 
products are to be sold, and believes 
that the Fair Trade Bill passed in 
Michigan is fair alike to the manu- 
facturer, distributor and consumer; 
but— 

“There’s a tendency on the part 
of certain large retailers to promote 
their own private brands at the ex- 
pense of nationally branded mer- 
chandise, they claiming to have the 
right to control prices both as to 
inark-up and mark-down, regardless 
ot the policy of the trade-mark 
owner, 

“Crowley, Milner & Co. knows the 
)rotittmaking potentialities of na- 
tionally advertised merchandise and 
is willing to promote your product 
in the State of Michigan to our mu- 
tual benefit.” 

The Crowley, Milner program of 
co-operation with its national adver- 
tising associates will continue not 
only through the September sale, but 
probably until the end of the year as 
well. Its first spectacular break 


| came this week, with the announce- 
;}ment of a posting of 400 outdoor 
boards—the largest number ever 
used at once by any local advertiser 
in Detroit. The showings, through 
Walker & Co., include 37 different 
designs. 

Radio was also used to carry word 
of the opening of the sale, Station 
WJR, Detroit, being the spearhead 
in this phase of the drive. Here, too, 
advertising was on a co-operative 
basis. Newspapers also broke the 
word of the Crowley September sale, 
with considerable lineage placed in 
behalf of national accounts on a co- 
operative basis. 


List of Manufacturers 


Thus far, companies signing up for 
the plan include the manufacturers 
of Apex, Easy, Norge and Westing- 
house appliances; Bed - O - Matic 
couches; Bigelow-Sanford floor cov- 
erings; Burton-Dixie and Gordon- 
Chapman mattresses; Club Alumi- 
num utensils; Dripolator coffee 
makers; E-Z-Do cabinets; Fashion- 
Flow and Fashion-Craft furniture; 
Frigidaire; Gordon, Kayser, and 
Phoenix hosiery; Grunow, Philco, R. 
C. A. and Zenith radios; Redfern 
women’s coats; Vitality and Wilbur 
Coon shoes for women; Slenda-Wrap 


dresses; and these items of men’s 
wear: Club clothes, Dalton hats, 
Duchess trousers, Michaels-Stern 


suits, Nofade shirts, Supreme shoes 
and Year-Craft suits. 

Other acceptances are coming in 
to the store as the campaign de- 
velops. All advertising is being con- 
ceived and originated in the adver- 
tising department of the store, under 
the supervision of sales promotion 
manager C. R. Pollan. 


Hurley Machine Opens 


Branch in Newark 


Hurley Machine division of Elec- 
tric Household Utilities Corporation 
Chicago, has transferred its Eastern 
sales service to Newark, N. J., in the 
Lehigh Terminal bldg. Orre E. Crites 
is newly-appointed Eastern — sales 
manager. 

A factory branch has been opened 
in Philadelphia with T. L. Calkins, 
formerly in the New York office, in 
charge in the Terminal Commerce 
bldg. 


Davis Becomes Publisher 


Don L. Davis has resigned as as- 
sistant to the publisher of The Sen- 
tinel, Chicago, to become publisher of 
The Reform Advocate, Chicago 
Anglo-Jewish weekly. Victor H, Lees 
has been named advertising manager 
of the Advocate. 


Art Course Offered 


Two new courses in advertising art 
will be given in Columbia University 
Extension, beginning Sept. 23. Mario 
Cooper, illustrator and former art di- 
rector for department stores, will 
direct the courses. Fifteen other ad- 
vertising courses will also be offered. 


TORONTO 
MONTREAL 
WINNIPEG 

LONDON, Eng. 


GIBBONS KNOWS CANADA | 


1 J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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photostats. 
LAS 


coop 
PHOTOSTATS 
QUICK 


FRamcin 347°, 


photograph. 


HOLD 
EVERYTHING! 


for this new and better 


kind of photostat 


Its name is ATLASTAT—this new kind of photostat 


are raving about. There's nothing like 


it! Reproduces more tones, more snap, than the best of ordinary 
And records ALL tone values: blacks, grays, pure whites. 
Just see how it stands out in your comprehensive layouts—like a real 


Made on either Matte or Glossy paper, 


ATLASTATS cost but a few pennies premium. Call 
or write for comparative samples today. 


ONLY ATLAS MAKES ATLASTATS 


ATLAS PHOTO COPY CO., General Offices, 225 No. Michigan Ave. 


4 Chicago Locations e 


All Phones FRAnklIin 3470 


N. Y. DRUGGISTS 
WILL AIR FAIR 
TRADE PROGRAM 


New York, Sept. 1.—Retail drug- 
gists this week took the first step in 
their announced intention to carry 
the story of price maintenance to the 
consumer by organizing Pharmacists’ 
Good Will Radio Hour, Inc., which 
will sponsor a_ state-wide weekly 
broadcast in co-operation with manu- 
facturers operating under fair trade 
contracts. The program will be 
launched in late October with J. P. 
Muller & Co., New York, as the 
agency, and Edward McGlynn and 
Ben Sackheim, account executives. 

New York State Pharmaceutical 
Association, which inspired the proj- 
ect, has enlisted the assistance of 
the Brooklyn Free Musical Society 
which will prepare a series of Sun- 
day musical programs featuring 
American vocal and _ instrumental 
artists who will compete for free 
scholarships enabling them to study 
abroad. 

Tentative plans indicate, ApVERTIS- 
ING AGE learned today, that manu- 
facturers in the drug and cosmetic 
fields who have issued fair trade 
agreements will be invited to spon- 
sor the programs in conjunction with 
the pharmacists’ association. During 
the week the manufacturer occupies 
the spotlight on the air his products 
will be given prominent window and 
interior displays and druggists will 
exert extra sales pressure on the line. 

Although primarily a New York 
undertaking, the program will prob- 
ably be placed on high powered sta- 
tions to give it coverage in Eastern 
States. If the proper time spot can 
be obtained, WOR will be the local 
outlet with stations in Rochester and 
Buffalo according additional cover- 
age. Commercials will be held to a 
minimum with major emphasis 
placed on the value of price mainte- 
nance and the building of good will 
for neighborhood druggists. 

Dmitry Dobkin, director, Brooklyn 
Free Musicale Society, has been 
elected president of the Pharmacists’ 
Good Will Hour, Inc., with other of- 
ficers as follows: Joseph J. Hammer, 
legal counsel of the New York State 
Pharmaceutical Association, treas- 
urer and chairman of the board; and 
Bernard D. N. Grebanier, of the 
Brooklyn College faculty, executive 
secretary. Dr. Grebanier will also be 
program annotator. 


Two with Mida’s 

Laurence S. Lees has been ap- 
pointed publication director of 
“Mida’s Directory of Alcoholic Bev- 
erages and Supplies,” Chicago. Fred 
J. Kaehn has been appointed advertis- 
ing manager and account executive 
in charge of field representation. 


Pike Named 

Eugene H. Pike has been added to 
the staff of Jersey Railways Adver- 
tising Corporation, Newark, N. J., as 
account executive. He was formerly 
with Omnibus Advertising Corpora- 
tion, New York, as advertising di- 
rector. 


H. eithamp ‘Promoted 


Frederick B. Heitkamp has been 
named vice-president of American 
Type Founders Sales Corporation, 
Elizabeth, N. J. He was formerly 
general sales manager. 


Tibbott Joins BBD&O 


David W. Tibbott has joined the 
Boston office of Batton, Barton, Dur- 
stine & Osborn, Inc., as account ex- 
ecutive. He formerly represented 
The Saturday Evening Post in New 
England, was general manager, Whit- 
temore Brothers Corporation, Cam- 
bridge, Mass., and more recently has 
been vice-president of Barta Press in 
Cambridge. 


Opens Salt Campaign 

Worcester Salt Company, New 
York, launched its fall advertising 
campaign the first week of Sep- 
tember using 112 newspapers. 
Worcester Iodized, Ivory and Worces- 
ter salt in the square carton are fea- 


tured. 


Wrigley Names 
Westheimer for 
Magazine Drive 


Chicago, Sept. 2.—The William 
Wrigley, Jr.. Company today added 
another advertising agency to its al- 
ready substantial list when it was 
announced by H. L. Webster, adver- 
tising manager, that Louis E. West- 
heimer & Co., Chicago and St. Louis 
agency, had been appointed to direct 
a campaign in national magazines. 

Both company and agency officials 
were reluctant to disclose complete 
details of the forthcoming campaign. 
It is known, however, that copy will 
be confined to one product and that 
it will differ in technique from that 
used previously. First insertions are 
scheduled for an extensive list of 
October weekly magazines, to appear 
approximately Sept. 25. November 
issues of monthly magazines will 
also be used. The campaign is to 
continue for an indefinite period. 


NEW CAMPAIGN 
TO TIE APPLES 
TOOTHER FOODS 


New York, Sept. 1.—Pointing to 
apples as the largest American fruit 
crop and to an increase for 1937 in 
the national yield of 70 per cent over 
1936, the New York and New Eng- 
land Apple Institute, Poughkeepsie, 
today revealed plans, nearly com- 
plete, for an intensive advertising 
campaign, starting in October, to be 
based on an idea which has not 
been hitherto exploited in apple 
merchandising. 

This idea, involving the promotion 
of apples in combination with other 
foods, is said by the account agency, 
Chas. W. Hoyt Company, to have 
been used successfully as the motif 
of other food campaigns and to have 
the added advantage of a special ap- 
peal to grocers who see in multiple- 
item promotions the promise of 
heavily increased volume. 


To Feature Recipes 


The backbone of the campaign will 
be newspaper advertising and point- 
of-sale material. The former will ap- 
pear in magazine sections and on 
food pages of papers published in 
key cities and will feature life-like 
illustrations of apple dishes. Store 
material will comprise streamers, 
cards and posters, and an eight-page 
accordion-folded booklet of apple 
recipes and information regarding 
the merits and uses of the four va- 
rieties of apples being pushed—Bald- 
win, Rhode Island Greenings, McIn- 
tosh, and Cortland. 

Among the dishes to be featured 
will be apple date pie with a cheese 
pastry crust; a bowl of health for 
the holidays, in which are shown 
nuts, raisins, apples and other fruits; 
waldorf salad; fried apples with 
griddle cakes; and apple dumplings. 
These dishes are represented in their 
natural colors. 

National retail organizations have 
agreed to use the institute material, 
it was stated, and otherwise aid in- 
dividual stores which are expected to 
make unusual efforts this year to 
move large quantities of apples. Typi- 
cal of the plans being formulated 
are those of the National Association 
of Food Chains, Washington, D. C., 
which is scheduling merchandising 
periods to start Sept. 16, Oct. 28, 
Dec. 9, Feb. 3 and March 3. 


Peak in November 


The peak of the co-ordinated na- 
tional campaign will be reached Oct. 
30-Nov. 6, this year’s National Apple 
Week, although a more serious at- 
tempt than ever before is being made 
by retailers to hammer away at gen- 
eral and specific apple themes until 
the advent of spring finds the huge 
apple crop practically exhausted. 

The institute campaign is being 
financed through an assessment of 
one cent a bushel. The full amount 


to be made available for advertising 
is not yet known and definite plans, 
as a consequence, have not been de- 
termined by the institute and the 
agency. An initial allotment of 
$50,000 has already been provided, 
however, with much more expected 
later. The Hoyt agency is handling 
the account for the first time this 
year. Richard Stanton, vice-presi- 
dent, is account executive. 


Review Federal, State 


Fair Trade Measures 


Current issue of the Trade Regula- 
tion Review, published by Reinhold 
Wolff, 535 Fifth avenue, New York, is 
devoted entirely to the background, 
development and future outlook for 
both state and federal fair trade 
legislation. 

Included in the publication’s scope 
is a check list of probable effects of 
price maintenance laws on manufac- 
turing and_ distribution policies. 
Legal interpretations of some pro- 
visions of the laws are also covered. 


WCCO to Move 


Station WCCO, Minneapolis, has 
leased the second and part of the 


third floor of the Elks’ Club bldg. 
and wil! move its studios and offices 
there within the next few months. 


Milnut Names Agency 


Carolene Products Company, Litch- 
field, Ill., manufacturer of Milnut. 
milk food product, has appointed 
Henri, Hurst & McDonald, Inc., Chi- 
ago, to handle its advertising. 


In Atlanta 
THEY LISTEN TO 


RADIO EVENTS, INC. 


AN INDEPENDENT PROOUCING GROUP 
SERVING ADVERTISING AGENCIES 


535 Fifth Avenu 
New York, N.Y. 


HIGH 


ACCURATE p 
AIM 


Shoot out your dead-line “musts” 
by Railway Express...the complete, 
nation-wide day and night “rush” 
service for closing date certainty. 
Top-speed by rail. Super-speed by 
super-swift AirExpress... 2500 miles 
overnight. Halftones, mats, cuts, 
printed matter at low, economical 
rates. 23,000 offices. For service 
or information, phone the nearest 


RAILWAY 
EXPRESS 


AGENCY INC. 
NATION-WIDE RAIL-~AIR SERVICE 
AREA RDI i Le NAR RNERERIIN 
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S = AMERICA’S GREATEST | 
BUSINESS PAPER GIVES YOU 
PERPETUAL SALES MOTION! \ 


f 
é 


... to be believed, every word of it, its advertising pages as well as its 


G.... HOUSEKEEPING never stops selling—in homes through 


its advertising pages . . . in retail stores through its three emblems. editorial pages. 1 


For Good Housekeeping is unique among magazines — it is a business 
paper for over 2,100,000 leading American industrialists. 
To its readers Good Housekeeping is a magazine to work with, not 


merely to look at... to be read and referred to many times each month 


To its advertisers, Good Housekeeping offers not only a highly con- 
centrated audience of good housekeepers, good providers and good 
buyers, but laboratories for research, standardization, labeling. In other 
words Good Housekeeping provides buying guides for its millions of 
readers and many times their number of other women to whom a Good 
Housekeeping emblem on anything is a buy-word of quality. 

This double action, nay, this continuous action which Good House- 
keeping — and only Good Housekeeping — provides for advertisers, 
makes this magazine the No. 1 American business paper . . . enjoying 
a tremendous influence with its large circulation and even bigger influ- 
ence at the point of sale. 

Nothing succeeds like Good Housekeeping ...in providing per- 
petual sales motion for leading manufacturers. 


Good Housekeeping 


EVERYWOMAN’S MAGAZINE 


BUSINESS PAPER TO AMERICA’S LARGEST BUSINESS 
—— HOUSEKEEPING 
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PHOTOGRAPHIC 
REVIEW OF 
HE WEEK 


EYES HAVE IT IN NARRAGANSETT POSTER 


—— 


— SUBTLE ILLUSTRATION IN BEER CAMPAIGN FILAMENT COPY 


Toye ee 


Better Brew ing -Better laste 


at aleemeris Lada 


This beauteous creature will be one of the first pieces of evidence adduced by New dealer aid developed by RCA- 
Superb beer to prove that beer fosters, rather than threatens pulchritude. Made Victor, with the lamp filament outlining 
by Frank Lewis, Inc., for Nelson-Sellstrom & Vollar, Chicago agency. the famous trade mark. 


New action display for Narragansett ale, Providence, intriques observers when 


START ON TECHNICOLOR FILM FOR BIG STEEL COMPANY the young man rolls his eyes toward the inviting glass. Standish-Barnes Company, 


Providence, installed the display. 


WISCONSIN ADVERTISES TO VISITORS 


"53 


"BACK HOME |, 


Wisconsin Department of Agriculture and Markets is using a poster campaign 
to reach thousands of summer visitors, urging them to buy Wisconsin dairy 
products when they resume their routines. 


JAPANESE MOVIE STAR ON SOAP POSTER 


AAR ES RVR 
SARS DG 


Scene at Gary works of Carnegie-Illinois Steel Corporation as work is begun on $200,000 Technicolor talkie which will 
carry the dramatic story of steel-making to the public. 


COCA-COLA IN STRONG APPEAL TO RISING GENERATION 


R ; Sanai Takasugi, petite Japanese film star, who testifies in behalf of Straw Soap, 
ecent magazine copy of Coca-Cola tied in with the international Boy Scout jamboree in Washington, D. C. Illustration product of Asahi Denka Industrial Company, which is good for silk, rayon, wool 
by Underwood & Underwood. and women's hair. 


= oe vor Tet 4 it = ce e. 3 i . ae 
os Fine fa - aoe. ‘ ee _ —_ ay y a - 
has; eS = ae! ce eh es phe oi . sat ok Sw 4 7 Dg one Me SA a ae, ae 4 ye a A 
Ye 2 ee a ze eH = ay CA eS cee vam hb Ge ee i er { Lx ts Pe ela ” on * > » +. 
f | - £.. 9 : nO RED aS 5 Ses . = oe gees aa ks. oe ea ae ao a Py =H aha < 3 re ea pee eee” oe a? ae iin eo. 7 
; a ’ gs tae 5, se av Fars ais Fe ee EAS ae ee - : ci- Heat \ mes. wee, ng Po ‘ 
. n . hi 2 = ee se oe Sut pte . wee 
x j J . é me. ee Pe BAe aes ae ae 
‘Ey Teco Sala 
LET 
oe 
pit. Saag? 
— : red 
= 7 : rape 
_ ‘ mee 
Re 
% “ae 
~Se x ;* = ak 
_—- 8 ’ 
> aetna $ 
+ «? m ’ i : 0 st ets 5 
a er e as se ? om 
ae “ e fy , ° : BS 
— r. re he ae 
oS > PEs aS 
| ie j fae 
- = S ; ti uaee 5 ee 
oe cart +. ¥ ¥ * 
— i sf, *. 
oe « t ; -* 
: a # ; 
r =" . 2 . poe? a 
4 Stas oP 
% a f ‘, 
q se 
a ie .  —~ ; git 
: os * —~ 
hae oa d . : . \ 
re | : 
ae ii en P : ; . 
i: ei se : ee 
Net ee a i : 
Sasa - he ‘s ‘ ‘a ee i 7 = 
e aie 4 ¥ , be 
e aS = “ hae ieee 
3 - “ oe ieee | 
_ ‘ d . = % : rs - 
baie 5S af 3 = : re ee; 
Bn ; 4 a ; <3 J aes, S02 ECt 
i ae q . ee : a ~ * See RS pee ere 
ce e a 9 or: a) pS Oi OG Sa laa oa Sere 4. 
i A eee” < . a " 4 & a Wi i a Ph Ce ce gs og eae mae ee ee: 
bi a aes # i = _ Pe ; ay ae ee See Posy Sem meee) ane remetgee —e ay ae 
Cet Py eed 4 . ae S é ' 2 % oe eS eas CO AEE fe: 2 SE ae OU Ai cea ee ee 
“@ ae ae a ° a : 3 3 3 _ = 2 Sooge 5 weet coee PARES: Oy oa 
—— 6 oak ae ee < e tae CL ge eae nae 
: ; ee % a. ' = . : PS = oa > —_—s : ee. 
* ee is —— a aS p ag Ye ae . Be ayy ws 
£ — $ a ®, ; R ¢ ; &S = ~ < Bae le 
i — eg a a | pase am bs Si ia : 5 ~f mS * aS rig 
4 : emp ; eee S en = Se N be ae 
oa = fe ae oS et 8 ii - ‘ Pag ; % a ihr ew 
, —  . — ae = eo oe tee ~ Le - > & ae eee 
: — ad ee i fe . a a Sa eg 29 
— ia Y ae a ee - a ze i eee J . r =) a Teen 
— RS a bg eo + : ae f ’ ah ae 
j - i e xt PS = t ‘> 3% (‘] co 
—— Bs iw ge Camo i ag B ‘or ce , eB 
— . Pie ges Poi . he Ns ah -; Fy eee 
i fe fe ee ia a ae at i sk i oe a, ci . Ses : ” # : , an os 
ea eet — Shes te ; — ‘ : =e CA Ge ieee ae 
— a Ce — 1 pba AN bs os lee” by a ‘a. ¢ 
- jini. Ee OM Seles: Mee ~  .¢ yey PALE Licht - MiLD + SATISFYING « ee 
a oom — i a nae a i “ ; ae. 
see —— ei 2 me, i pO a a “a \ — 5 — ie 
EBs y y he a — Best Sie % tie gare: : Li Rhigkg woe 
ae A E Pr IP > om rah 4 : ice 
ce pee’ La Sal by cae sae ee & i ae. 
: ———= ; pine: 
ee ee owes ——eeE “ pace 
. PI ee ieee de ate ee ga) TAs 
s. oR Eo SN ie eee cre ae | eee ee oe 
gj = 5 : eS sae ee Lake ‘eke 
a ete 57 aaa 
=a Tees i 
' ‘ 
pe d ; 
i 3 ¢ i : 
: “ 
4 : ae ie Jee H 3° ae: : .. = 
a - ee 3 Pee i. eee SN RE Se me UE > Riga Tie ie Sea oe sa 
ee 0 pee eee aye ee Sea ed at on ee ; * aaa tee" FALSE eR 1 Lo Ney Amma Me iy ae eee. cae 
: , — a RU eee oi ere ene ee Bos Se, fae Bl does BC eee iat wae tek 
3 ri | aa ee, Se WM er ee Re, Sk eee os) Tene attr (oo Ne ee CE: ea ¥ Cer + Aaa oe ee Gy OR a oe RR a wal 
a i a egg RE a ee ae a 
; a. Sc aad os. Apa ee ee 
¥ 4 tig f ee z sae Re Sire ea Smee ae re ie ve 
< Z co ae Aiedss eae e Pg ae ss] ” ie acts ; ae err Bi te cea ty ee ee 
3 ; cay, ity an ae : Foy vee ch uae ee Sa ike Fas iy ces i Fe 2 Oa 
MY * * a ad : ae ee Pye ene re Sa ae : BA eae 
“ey at =. wh reer Pes gee Sages 4 et Petes ae 
a é ete ee cae Se a Gees ia NS eae ae Fe " Pee 
es eee =m ye ete qa, Pa ill alts. 97 eo oe a ‘ Cos 
He : Me ae a yee age Te ner, eg ea Shae oe er : et ce te phi cs ek oe a oe ee Set! ee ee 
2 Sin Oe ie ea im Baht tein 8 . Pee eh ae eis, goede gee Met Pema e - tea os nN rae : a . x — mid Se ich 
b, oe ae 4 Tee Aare HE alice, Je. Wi 7 eee rR CR Smee Ps Reena : BAe aa sie fo Fe eS 
F ah ne D2. | ea aS a a “eae ee ea kp RS Gg eae eee ee 3, jaca ten eee * SRR. ani ; eh: : 
y view eae si} ea Oe par ow a ae i gee ee | ie i a ee get 0 a a a i = gol a x : aac : 
* Ps IG ds tt ee ee Fae Po eS I A ai aati a sou Co ey cy Bi aes 4] Ey = [<2 \ ee : yn 
. tes 4 : at oe. AAT O° vg i a ok 1 ee OU Sig eet a oli ee cS ae Ria es Seek Res 
y Rae ce es k a 2 2 en oo ae Sis be lata leer ceaamaaas BES fi reac are Sy wee ake ie? Ie sre aoe 4 gee ~~ inh, ORES peer. hale 
2. : i ape F ee apy eee Cn ee sy ee PMC Fee SS EE as ser ae a 4 “4 ede ak os " eis Rae ES < eT ee a oe 
2 eS es age oe NOs are Pane Sea ee Aaa FGM eee lee Ry ti: ey ta ; aa : ~ ae ~~  §RE: Be Pear Seaa. Gate 
: Na : eset ae ee Gee es as «ET sal aaa po Ge we 1 ce Ts eS Re re : ‘ Cia i ate 
: a“ ee ‘ a me a j + — ee) aa ms ote Siete a ee —_ bs ria ae a Pe oS "ghee Ss | eas a iy ie Se Ps iat ia 
2 exon re ae H ek ce | ee re ciadea De ae fe ot eee Moe ae eee ie er * ‘ e % ‘ Re ee Meaty 
; eta cr eae , See Ae eS) a ee ee J ey » Se ee : 
: ee ae ee Se i Racial: E et 2 eee eta lg ee 2 ne = Cc > &- i ' os 
2 " ee ar a) epee eee em Oe Pa ba ‘ 4 ae ils == - en, ey . TA ar el AS REP Net Rae eh Ree - ‘ ES * os AS i # eee : ee 
ae Ceeanee . Si ' eee: : 73 ay ae Dy ace & F aged ee y 2 Sh ok Ss WS Ss . is & Pe! Sy % > 3 if 
sg a —* *4 ule Ct ie .  —° | . oe oo ae Pe tag Fe 7 Ri, iat) See ? (4 Rae ae Bieey as I. fas ad is oe 
i ee kr ty oat ee eet Se ie oo Be Be eee F e soe ry OS era a 2 tee oe gb ORS * Bee 5 & hy af PS : ee 
¢ at es ae — ors ie a ry Ex a a 3% A Sy SRNR tae y a ee SaaS e eS 3 ae i wy EY . - eA 3 es 
; 4 ht ee sa aa ve é 4 Sous eS, ike fore = | ‘I LY a aaa 2 Pikes ae + eee vie oe % ¥ Pacer bi a wid i ee ate ; Pea 
5 q Spare Cee ae ae -. es ea a a. 2 . 2 Ih ee oh ae \ : © 8 My - : a, i ae <5 poo ae Sees 7 oy 4 Key 55 A a + bes 2 Hane 5 
: Str ee ae . digit wae iar om 2 eee : . : fe aie ae % a — oo URS pS Sa ce ga eh, ee ys : ng 
yale oe : io ee, oc ae re ea ee ia Geert ae . f — — a oy % ee ‘ aaa: 
. } : icy Aw sg ‘ 2 aid ‘Stok <— oe ’ ta eR - aaa meee oe hee Te eae ee ve . = F a # TA = ae eos + . i a 
ee ih e i ie a ay ee : Sat tnd eres, ~ eee ee ree § io ae at FS i * ae SS bait “a 
: Bag St hs i os < ie.” es oe ee ee a ee YA ree ae an ae — at te we is re % - ne 
. ‘Praaaar ee i a 2 4 3 4 F ee . ear: pe gra oe fo ae RC ad So SES Sages eae x - 
Tig - is foarte i pre » * > 5 e a 3 ae: xe We as oe 4 . res SP nn cates RES Sec me ae oe , Bp 
’ eee is a, ee 3 be or 4 ‘ Rio ee . Weiss cece eee et ee 2 a ee Pa ga ROS # ia 
a ene ‘ twee ™ ‘ P be a 4 pi to Vea 8 Ms us ep ge acta OE MIRRCLDIAT SNAKE'S MADE Ps a 
i ’ ok i - ry s F } Creer: Pee Ses Wet ee 
2 oe _ ae pe de: — — a iE Sl PRESS OS take > « © 
i tle cg, Se eo Ee, | Sie —_ =o Be ig sae. Shy : 
: ea peti ga gt iee pee a — Ee ns : cate 4 aan f é 3 le i 
¥ he on * Sreaaaialates oF AR: ic Ss ~ 5 4 BP wt vs <tee 2 WO ROM oe beams ae pate Re te. 
‘ — «§ ie aa a - > a ; ae ee ee ; nae 
Phess Oe oy ia ee . aoe sa ee i ‘ / a od ee a ry ie oe 
; ial ‘ é BA iii A ma on FT ile Ne ae ee 0 Ne ee eee 
ee" : A @ ace: eer " . 
7 tite ane ‘ Cae tee aoe wa, ar i f a. 5 eee er LOR ar See 2 
eae a bes é > ie aN: «a a A ae vy “ my ve sue: ~ 
4 1 a ; eso ele oe ee ree 
4 . f : Sti ee tia ~ heath a ERP ae 
: aes : amd ! “a : . ’ 
q eaeee em a : F i cee ee ans 
4 Evatt foal Re ee ee oa % os z ei ae x oe 
saan saa, ale Be ie ee ee ‘ cats ; : 2 ‘ Soe ead Saigo wis eh eh ee i ei ; er i ae 
4 earns Flee oar eg ee i dite = Eg Ee ae ee ee ligt res ; ae : ce ae eae ! : eae ae 
ae eee Pe ae. Se = ale ees: ee ee ee be ; ae — 5 ie spaltieones 
au Seti kin tees ios a ES; ee Piet eee ee pete : eee ‘ 2 BS ive ts —e ¥ 4 ‘ fe ‘i 
¥ F s vo hh ie gE a © Ter ie ciel 5. ys aia ai ga * ™ Es re cee : " 
4 ‘ j ae i: Se ea Na ea = Ba ee ge ghee le a <a i Bs i sae yidh 198 i 
\ * beta ys oe ae Paaee ta ee ‘ tee : ere 
F i eg Wg 25 CEES Rae ee a Ee ne 
2 Behe ee is aks oo re Sees Pit rae ees 4 
‘ ‘ ae el oe Piasee. os eae Siig 
. oo woe Pe ge OES aa and 
: See , ‘* “gia a 
‘, - ; Pe _ ie 
ise bs eee - nee rs; Ne : 
. DS ek a 3 ; . Sra tt yap 2 
, pi RS Se ge cial a ay a e s aoe 
} : aa Gee 5 Tae ae et ite 
7 Ps ™ ag ‘a if ¥ Be ' we ey 
ast oe yaa a ets : Bee 2 Sacer 
: : . a. ew a: "4 LA Vas ea es on 
- “aoe : Teed ee ae 
“, = — ‘eee 
ee hie eeae ' gee me ’ = ok em , ’ : Aes Pe Smee 
EY a i aaa : ; ios ‘ i E — oe OO r —- 0s pee N 
‘yO ERS! 5 pace 2a ae ei ee ey). ct a an 2 OF ioarietie ’ sae 4 : ‘ x oe ee ee ae Se, : aes ee = Ree a 
es stars eS a Gisrae” sie s ee ee aE Goes 3 tS la es A eS en eee s hy . Reems 9 a Cama oe 
a Rt ee no, Pan Sy ae Re _ ox fabs Se 3) yaa ee oes Bayes, ss fs geese. - Sea ga ae zl eS - isis foe ee : 
Zea: (ERNE se oe A reece en mag Peat Se Bie ge ag S's ge a a eo ih ga co ea a Re ahaa, 5 at eae, Ge 
«ia Oe aetce Sea gies Na Oe an ae a ar ek nh ee “a Pst oe ene: Siete is tae eee ee a, SS) F & “s tit oe ee ae: eee eS 
tee 4 eye hy en Ep a Rees ede «a ee reese mie en wise eR bs aad Dierdy sar tual Se Ate rac ifs, RES tte a i = gaa eS R See, hese ip, 
ges ie oe Men Gt ee sig a8 Ree” Oe ms Pees SRE oa Negemma ny, oe erg ad hei: “a iw ees as TR SB | : . : = ican oe 
eS ee tea laa ‘ieee ae a ee Pe SMa tt nie is ae ae By Be ant < Pb. i Pj: i ee 
ence a ee = > Seale ier ie ee a | ais ae RAH ey 0M >: Se ete aes te ere aoe Let Wee 2 se oa =, a coal > 
d a ; ai f™ — i ai e : pete ee Ee aie Cte i ee Roe ae oe ie. -* ee, es i ecer dte — Misery ae 4 
2 ea : ees : ie i, f 1 ee ie [Seeds 2 ayes ee aCe Sa tee 2 SS edi : Pee Ce ae Sm Vii ok 
2 Seca Re 9 i, SE ee SESS ee ies ey bee. fe ae > iat? ae ae a : eee ” j Sie te eer ee 
Bee ee d 5 a |) gg < " ’ as ¢ ie Gare eee ia ee od i , ee ‘ - ae : Rta ek af ee ee a 
De totem : : ' ; bie : ‘ , ie Se rere oe sey _ee Sg te SRE RS bs 4 fake S. : . oo kee Sa ll Cree 
/ ies har eae ae ches? 2. a are a's Bea hae . ee Sue ces ie fics ae s 
‘Weieerie ae . ‘i & oe bie = See ee 5 ‘ee 3 a es - , q ‘a we 2 att ood 
ee ae he R ail : : * : ei. . 5 ia nae — = i q & ‘ey 7 st | at hed < 4 
see . = A * % Esler: ae ras 2 LS ; j ES ae eae ver cS 
- - * a ey ig ee ; ; . a Gene Me ine 
Bat 7 a ’ i ij ess « : fet Pit) eae s x BS Ds & _ s in, aes xi 
am a " ¢ : : an FF | = * = Pe lll a i, a 4 ; : mo SS . ~—S ey e 
" ‘ \ a Pes RS F 3 a rd J q a oe oie , "7 4 F ‘ he Bee ee ees. é 2 8 Se “tees 3s 
—oere ie VR tee od «Fe WS ; » onaty J en bi . * — % P ‘ ae “BES 
eeras * Satee ae 9 e exe Px °y ae ss x q * Sean Sa aoe, . Pee . Be oa. 8 a 
rr paar 3 ‘ * ae Tae <4] F Z et ae gy ES a ~~ ee Ee xf. 
» ES ae, eras 7 J ? % 5 : ma ae q : ae Sa os 2 ES 
iss to i, ; , 2 fe — y tate eo 
oa BN a + * ££ es %, 0°: 2 nes ate = ao ae a ee 
ar is: ~ a 4 = fa ox ts eee ‘3 E js a ae ere Se » ere ae, 
an oa 7, By oly Vee é See > ee aie = oe. sere 2 = Sal # ae e P 4 Oe pat Ba? ae 
= max ¥ : ’ 2% — Sees Bs . | aie sia ah Be — 
: we . aw Bs 3 fe a A *,. es ae Se 
; “ es pe oS sty & “3 ~~ , SP 
* , ee - <n poe i a : re ‘i 3 s. Fa eS F sia. cae 
i Ss ores. ‘ i : . Bes * 7 oe ae a . oa a a oh 5 ey ee 
‘ é “a Besa : te y Dee eae a See v4 , J ag ea ae F sept cad 
Soe . ee ae i, pe hot Be mn 8 - BS 
4 F Bilge *e = - Ste ieee 2. 3 = i, > le a ot ae Ra 
: 7 & ae é: : i B- E ae cle _gaaiinss. By ated a ite pe hee “—_ oa 4 = ali  # _ - ora, . , 
’ ‘, pF ey. Girepeame 22a eee aa Bee SE Ae a ee eee 4 et Ss alae a ~ s Be a 
; , ms Re A Be ee eee ber S ieee ie: Ree Pie od Res, . ae Seu: = e 5 a % 4 Fae Y Se 
a Se iwe a ieee Wee ct a ee fF tapiee 5 a . Pi ape ‘So 3 Fd aes * P babe * 
SS: ‘ . ; : " ee - eae nl ' oie eT a gee Sy ME eee att oS ae oe - - Sa 
he sil get ee ae Ce oe Se atgt * £2. es + ge ial ae — 
ii. ae a ee ee 1. ee coe: e a 64. ee 
¥ : ee Nhe Ret ea a pues, eles. Re 2 eee ‘ ’ ps Se . i; 
é * 2 . lle St En See ; 3, oe “S i " Seg i : 
a. Pe, ,. ie e coy ae a - ee: \ SS ee ~ S 
eee : ; — eS ie ay ae a : ee & ? Se So P. ‘ 3 
4 pet . io pes b +40 ral : Bes ‘ . a ae pe 3 i 
as ian ose, whee | 7 ae 2 - “35 4 i ate Es fs tate. ° a .. 4 _ w . 
eae e vet ; j os a bine E & « + RA POR -pgaae cia A , = ; . eS 
L ‘ is Lz bee: AS 7 :- % is see ee ees: aid = o ~~ x 
3 iS + ~ oo ae Reo al - Si pe ger » te ee oe ‘ : . a 
oe al 4 oe Page: Gat » ee Bre. a an bes 7 a fa ee F x ber hs : a oe : co: fe: a : : ; 
ES, aie . eek wae ae ug De i - oo : oS. ae . ey P 7 e 
ety & ee He, a a ee ee se = * A Sit oe er a :<* : & 
, sep. #4 ‘ ee EES. oe ee Sew -. ——— Dl __ se : } cS 5 ac = se ——-. ai —— a 
ieee 2 mia ion fe ee ey A eee sy : 4 oS. ae a ae 
4 “a es wae: a eS ye SS Sa So le ree ; =. ee = a a sa F 
oe > pe) Sete S Bye iz meee Pe SaaS ae wed oa a j et clas. k eee * # se , SRR SE ee a ° tate = & 
a >. . rae. bes! 4 oh <a asin Ser a 2 nn See a pet : = a See OM en ie, Ps ‘fy ot 
~ : See oe \ i . 8 ie pos eee ee ae La cea ae se eer tug ee SS a ne. . ee OR F " 
, es ae ’ be or. i ae ae Pee PE ae RRR | fh es 
ie a) ‘ : : —— : «Pes ae Bat a. pace ys eg. Coe. pa: ne Wage i 9 aia 
. = ™ * Se % Pei: cs et “y a ae ecg en nite sues — ee: eS. ee a 
eae i — , v . a a a i —_ Pie a ee | 4g Sk ee as ee ee Re oe ge eee 7 
aie Tee * ‘ om a) > = m a aie we od sah te ee Pa ee to wos Pe eee a. a ng: re wie pec “ 
0 aa . ee - ’ , ; ba Pa a a CO Ree MSE 
ce a ’ ' * 3a 4 t — | j . =) o : pom ene |. “So co st mM ' ; es aa 
3 | tee Vt CMS. oll a - : % F sae . ‘ . Bs a8 a « 7 JPt - . Sone igh ePicae Py, “ : ‘ae © SS ook aa ate - A ees, 
. ‘. ie (Rea Oe ee tte Be es . 1 4 oe ‘ of 8 re Vey Lt re 25 ‘s a ~ - y en 
ig oe oye a i = " ed Br. ees . —= ; % 
© ele i — a ee Bas eee ll — v4, 
eer >? ee FO ees le pm, . SP cee ee ° ge =: 5 MRR, Se * , SS Ca 
eS. ee ~ ¥°%,™ = aa oh ee + Seg ee ‘ a ee ae f. * “ 
ei I gt ee _ rr: : mm iis a a Nee! 2 a sae oe ‘as : Tie 3 oy . a ek an 
—) eet 2 ee ae ets = adel eatin é Vee. TT OL » 27 eae Bo he r a 3S keg ieee as * o 2 ae SS. . : - 
Boe aes gee. fT See cogs ee eae Vee oe ngs oes “fae, Be "wiry | avd b ae Bee ee. * pa 9 oo : & > 
oe... St Ma Janpeee Geer ee epee eas ee o rere eee le Gs eae ae Me hr ae ° <*s Sie : — oD ye BES tg OF a : 4 ae ee. 
2 Rg MRE te RES A pS ee ee eee eee ree ea ae. nee ea Se ee. 5! : Rah < 2 ee ES aes ¥ 
: Be ai oe eet a . te ee Ba a Re ee: eS oe. — a ae eee 2 SS Se of —— 
td ; Sie Nees Ls <p Vt wae i eae) ™: SEES eae ee eke, sagt : ae aS — ae eet: mn © ple eee ghee ae % of ae ~~ i ‘ 
oe ee ee ee ee ee | ee eet es Cee 
— ences oF SF ce. nit Mileas Wich a ea le Guta: < TA Ap ee eee, Z . pO ee : ‘2 + : 
Wi smgeereeee = Paige yl > ! . 
ee = 
a 
x eae ayaa 
ewe Sm ida 
eee gee 
Ss Sse: ee Be! 
oy ‘ cy eee ae 
; mig Sos m eee ‘ “7 Ria seat Ce 
es s ages as Sas, i ’ 4 ets coral owas 
ee: RE E ; Rel. ‘. g aire. ; Beoig ;. / ee seta Bie 
; ; ieee SS wea’ 7 PASS a pa Med Fade a: PERL sat eo Ie - naib ae oases : ‘ op ag ge 
¥ = mL $ z So * oe SP) ante 2 is ace etary 1 hte : tng Gag tena ee 3 NP Al Be aR oaks Rie, Carer / " / : cess te 
: ¢ ‘ * i‘ Tee ues ek cane aE ca pon . fone ne aa & Sas : ST eae eben nae eee ake Ae 2 DE TN Dy Pe nal a ihc. See Teh a aren 8 
pees fa Ry 4 : 2 Se geet ae ee , , fee fs van aoe we ay e i : ot ee Soa eed : DE Peay at rae ca sees ss Sea Wlek sf N 
: -slachels vs 4 ; : by ; 3 = i : é ‘ uae u ix ; oa hae q : es Bie ee ye ge ge ‘ is» sya, Peake Fs | eS Pn hae a Mmallas 
. : ‘ SS ee as ie oye ok Gat OO a ee eee ee Ge 


36 ADVERTISING AGE 


Speaking of merchandising: 


“On a thousand fronts... — ||: 


... the history of the world moves swiftly 


forward”... 36s 6 4 Every Thursday | . 
from 5,000,000 U. S. loudspeakers these ‘ 
familiar words rally vast coast-to-coast 

audiences for THE MARCH OF TIME—the es : 

greatest serial story ever told. r 
A . 
| And on the screen in 11,013 theatres Bes 8 
throughout the world more millions see | | ; 
THE MARCH OF TIME’s new kind of pictorial ; 7 
journalism. %. | ' 


These programs have given TIME untold 


publicity, have helped implant the news- 


a“ OP Ph rh 


magazine idea in the mind of the Nation. 


Today Time’s red-bordered cover is 


familiar to millions who know 


“Time Marches Ont” 


TIME’s far-reaching activity on the air and screen is one reason for TIME’s | 
: unique recognition which fans out north, east, south, west from TIME’s 


700,000 families. Dealers and salesmen all know about TIME, have con- 


fidence in ‘TIME advertising. "That is one reason why TIME carried the 


largest number of advertising pages published in the first half of 1937. 
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